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SUMMARY
Study Objectives
The primary objective of this study was to validate the
consumption value theory developed by Sheth et al (1991),
and to extend it to the patronage decision.
Procedure
A comprehensive survey of patronage research was conducted,
and all the determinants of shopping- and patronage
behaviour were identified. These determinants were then
classified as attribute level, or higher order level
factors. The attribute level factors were used to prompt
respondents in the laddering interviews that were conducted.
The interviews were analysed, and the contents of the
interviews were coded according to the laddering
methodology. This resulted in the generation of a
implication matrix, as well as hierarchical value maps the
linkages between attributes, consequences and linkages. The
results of these qualitative interviews were the
identification of further attributes, consequences and
values. The consequences so identified were then compared
to the results of the extensive literature survey, and then
aggregated and evaluated to determine whether they
conceivably fit the consumption value categories.
Findings
The consumption value theory (which identifies five value
constructs) was triangulated with the means-end theory
(which postulates that attributes, consequences and values
form a hierarchical relationship) and it is concluded that
both these theories integrate well into an extended
consumption value theory. The CVT can then be considered to
be theoretically validated. The validated theory was
applied in the context of the patronage (-of shopping
centres) decision, and it was found to extend to this
previously untested decision. The research revealed a sixth
value construct (significative value), but did not allow for
the testing of the conditional value construct.
Conclusion
The consumption value theory is a s~gnificant advance in
consumer behaviour theory, and has been successfully applied
to the patronage decision.
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31.1 INTRODUCTION
This research contributes to the field of retail patronage,
marketing as well as retailing and consumer behaviour. It
entails empirical research based on the seminal work of
Sheth, et al (1991).
Consumer behaviour as a discipline has been well established
in academic circles for some decades, and gained even more
prominence from 1969 when the Sheth, Kollat and Blackwell
model was first published. This model consolidated existing
consumer theory succinctly, and provided a much needed
framework for further research. Patronage behaviour is a
subset of consumer behaviour and has not received the same
attention from academic researchers. For a number of years
Monroe and Guiltinan's (1975) seminal research on retail
patronage influences, and Sheth's (1983) endeavours to
devise an integrated theory of patronage behaviour were the
exceptions rather than the rule. It is only since the 1990's
that patronage behaviour has received more substantial
recognition from proponents such as O'Brien (1991),
Laaksonen (1993), Roy (1994) and Brown (1992).
This thesis is aimed at determining ~he (personal) values
that influence the patronage decision. The Consumption Value
Theory* (Sheth et aI, 1991) is an existing consumer
behaviour theory that has been tested for different
* Consumption Value Theory will be referred to as CVT.
4consumer decisions, and is used as the foundation to explore
the patronage decision specifically.
The patronage decision can be described as the decision
(made by a consumer) of where to shop. Sheth et al (1991:3)
claim that the theory of consumption values is applicable to
choices involving a full range of products ?nd services.
This study will test this claim by investigating its
applicability. to the choice of shopping destination.
Should the Consumption Value Theory be found to be
applicable to the patronage decision on a conceptual and
theoretical level, an empirical investigation will be
conducted, using the laddering technique, to validate the
CVT postulated by Sheth et al (1991) .
. 1.1.1 Background to the research problem.
For many years researchers have tried to answer the question
'why do we buy what we buy?', and the patronage corollary;
'why do we buy where we buy?'. Tauber (1972:46) commented
that if we believe that the only reason for shopping is to
acquire a product, then we suffer from a form of marketing
myopia. Babin et al (1994:644) recognise that the shopping
experiences go beyond acquisition of goods or services, but
have "numerous emotional and intangible costs and benefits
as well". There are thus many reasons for going shopping
other than merely to acquire goods or services.
The CVT postulates that these reasons (determinants) of
buying behaviour can be explained by the underlying values
attributed to the various alternatives the buyer faces.
Johnston (1973:111) found in a study on customer attraction
5to shopping centres ~that both the external and internal
influences contribute to the attraction of customers to any
one centre and that the latter are well worth studying".
The first person to propose an integrative theory of
patronage behaviour was Sheth (in Darden & Lusch (eds.),
1983). He also formulated a typology of shopping
determinants, replicated in figure 1.1. Sheth (1983)
identifies supply side and demand side determinants. A study
of the demand side determinants reveals a further division,
namely personal determinants (similar to Johnson's internal
factors) and product determinants.
Asa precursor to the Sheth et al (1991) theory, he already
identifies three value domains (personal, social and
epistemic) as being influential in determining patronage.
It can therefore easily be hypothesised that the CVT, which
identifies five value domains (including the three mentioned
above), might apply also to the patronage decision.
This would mean that a reasonable assumption is made that
the patronage decision is similar to the consumption
decision in that the underlying values that determine choice
are similar; and hence would fit the CVT's predictive set of
consumption values. Whether or not this research allows that
assumption to stand, is not critical; as this research
design is sYmmetrical and the acceptance ot rejection of
hypotheses are both equally meaningful. That is, if the
patronage decision is not similar to.the consumption
decision, it will close off an avenue of research
(preventing waste) but also open up another avenue.
6Figure 1.1
A Typology of shopping determinants
(Source: Sheth, 1983)
1.1.2 Need for research
This research project addresses an aspect ~f consumer
behaviour in which there is a need for further consolidation
and integration of existing theory, but also a dire need by
practitioners to understand the' underlying values that
determine choice.
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a) Theoretical needs
A number of researchers have commented on some of the
shortcomings and problems in contemporary consumer research.
Monroe & Guiltinan (1975:19) recognised two decades ago that
~the major existing consumer behaviour models have
concentrated on brand choice behaviour almost to the
exclusion of retail patronage behaviour". The CVT also
suffers from this malaise.
Fiedler & Weissenberger (1994) predict the rise of
electronic shopping (e-shopping), the demise of the
neighbourhood centre, and the survival of the regional
centre if regional centres adapt to become entertainment and
cultural centres. The environmental threat and opportunity
for e-shopping make research into the values that determine
physical patronage important, and it is foreseen that in the
future research will be conducted into virtual patronage as
well !
Consumer behaviour theory does not always feature
prominently in marketing strategies. This is a pity, as it
is recognised by Peter and Olson (1994:10) that ~few -if
any- strategy decisions do not involve a consideration of
consumer behaviour".
Finally, Darden & Lusch (1983:31) state unequivocally that
"there is a need in retailing for studies that support or
refute hypotheses about patronage behaviour ... (which) can
produce a base of scientific knowledge for use by
executives".
8In the South African context, very little academic research
has been done pertaining to the marketing of shopping
centres. Abratt et al (1985) did an investigation into the
importance of tenant mix of shopping centres; Ghyoot (1992)
on the feasibility of new shopping centres and Johnston
(1973) on customer attraction to shopping centres. The
reason for this lack of academic research might be ascribed
to the fact that shopping centre management is offered as a
subject bya number of Technikons and not at Universities.
The current reality is that Technikons have only started to
emphasise research relatively recently, and Universities
would c9nceivably only be interested in the shopping centre
phenomenon from the perspective of traditional disciplines
such as geography, town planning and architecture.
For the sake of balance, it must be noted that there is a
school of consumer theorists (Foxall in Costa & Belk (eds.),
1993) which emphasises behaviour as the dependent variable
(almost a sophisticated extension of Pavlovian thinking),
and they reject the focus on internal processes. The
relative merits of the opposing schools will not be
discussed here, but suffice it to say that this project does
not fall in the ambit of the Behavioural Perspective Model.
b) Practical needs of the shopping centre industry
The problem being addressed is also of practical relevance.
Current practice is for developers, owners and managers of
shopping centres to consider mostly the size and affluence
of the _primary- and secondary trading area (market), as well
as of competitive shopping destinations when conducting
feasibility studies. This emphasis on the quantifiable
9aspects is understandable for the apparent comfort it
provides, but it nevertheless is a one-sided approach. The
obvious shortcoming is a lack of a 'marketing orientation',
which demands recognition of all the needs of the customer.
stakeholders in shopping centres need to find innovative
ways of differentiating themselves from each other. This
objective is rather difficult to achieve, as economic
realities dictate that shopping centres focus on market
aggregation as opposed to market segmentation. ~Positioning
has also become important to shopping centres; as these
proliferate, and as shoppers are increasingly faced with a
choice of centres wi thin easy travel distance, it is
essential that centres create a distinctive appeal to their
target market" (McGoldrick, 1990:113). If it can be
determined that there are certain values that affect or
determine consumers' shopping decisions, these values can be
incorporated into a positioning- and promotional strategy
that will enable the shopping centre to focus on a
particular value and aim to satisfy the consumer need
underlying a particular value. Roy (1994:154) observes that
"an understanding of different shopping motivations ... can
be very useful... (as) ... there are clearly implications for
the basic positioning of the mall". Roy (1994:155) also
recognises that different consumption patterns and shopper
profiles would exist between the mall (regional centre) and
other types of centres. One of the potential outcomes of
this project is exactly such a different shopper profile.
This benefit of the research is an important one, and hence
the CVT is integrated into the means-end model as adapted by
Reynolds & Gutman (1988).
The means-end model allows meaningful market segmentation,
and it is discussed fully in paragraph 3.2.4.
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Green (1994:4) made the observation (backed by statistical
data) that regional centres (the 'malls') in the United
states of America will for the most, remain in a state of
decline similar to that of CBD's. One can assume a similar
scenario for South Africa given the current state of the
central business districts (CBD's). This stresses the
importance for shopping centre managers to find solutions.
Green (1994:4) says the solution is "superior regional
access, densely populated trade areas, and economically
viable anchors fl • This may be true, but these factors can
only be really addressed at the design and development
stage. Once the centre exists, a marketing solution must be
considered. Promotions-, advertising- and segmentation
strategies based on consumption (or patronage) values are
possible solutions.
1.2 RESEARCH QUESTIONS
The primary question that this project attempts to answer is
the question of which (personal) values determine choice of
shopping destination. (The focus will specifically be on
shopping centres as the type of shopping destination.)
This study firstly investigates whether the consumption
value theory (Sheth, Newman & Gross; 1991) may be extended
to incorporate the specific choice of selecting a shopping
destination. The consumption value theory (Sheth et aI,
1991:3) of market choice has been tested in over 200 studies
of three typical consumer decisions:
• To buy or not to buy
• Which product to buy
• Which brand to buy
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This researcher confirmed personally with Newman (1996) that
the patronage decision has never been tested. Newman has
also indicated (see Appendix 1) that the patronage decision
can also be viewed in terms of the three decision types
named above. That is: The consumer must decide to shop/not
shop (buy/not buy), then which type of shopping destination
(product type) and finally the specific centre (brand). The
focus of this research project is on type of shopping
destination, which is similar to the product decision; and
also on the specific centre, which is similar to brand.
In order to complete the project, certain intermediary
questions must first be answered:
- What are the various shopping destinations? (Chapter 2)
- Are there different types of patrons? (Chapter 3)
- Are there any other values that might influence the
patronage decision? (Chapter 4)
This study secondly validates the consumption value theory
by means of the laddering technique of in-depth interviews
with reference to the five values proposed by Sheth et ai's
1991 consumption value theory (CVT). The original five
values identified by the theorists were based on a large,
multi-disciplinary literature survey which has been
empirically tested. This proposed validation will be done by
a different means in order to improve the theoretical
foundation of the original model. Phase one of this research
is the extension of the Consumption Value Theory (CVT) to
incorporate the patronage decision, and phase two is the
validation of the theory.
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1 .3 OBJECTIVES
The over-riding objective of this research can be formulated
as follows:
The purpose of this study is to extend the Consumption Value
Theory and to valida te the theory by means of the l.addering
technique with specific reference to the shopping centre
pa tronage decision.
Walker & Olson (1991:117) state that ~different situations
are likely to activate different values" and the purpose of
this project is to determine whether the same values which
drive the three types of market choice researched by Sheth
et al (1991) also apply to the patronage decision. There is
reason to believe it is true, as Clawson & Vinson (1981:314)
state that values are "used by.. (the consumer) .. for
evaluating a wide variety of .. activities .. and plays a
central role in his decision-making".
The following are the specific aims and objectives of this
project:
1.3.1 Identifying the values that determine patronage
This objective relates to the extension of ,the CVT. It will
be determined whether consumption values also determine the
patronage decision, and indeed whether the same five values
identified by Sheth et al (1991) determine the patronage
decision; or whether there are more or fewer values relevant
to this specific decision.
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1.3.2 Validation of the CVT
The CVT is based on an extensive, inter-disciplinary
literature review (Sheth et aI, 1991:3) which provided the
basis for the development of a measuring instrument
(questionnaire) which was then used to successfully test the
theory in over 200 studies. In this project, a different
method (laddering interview) is used to empirically arrive
at the underlying values. That is, Sheth et al (1991)
relied on a literature survey to identify the value domains
which were then tested in a specific choice situation;
whereas this project will use an empirical test (laddering)
to determine the values which determine consumer choice.
1.3.3 Contribution to knowledge
Davis (1972 :10-11) states that a thesis should contribute
to knowledge in any of the following ways:
- New or improved evidence.
- New or improved methodology.
- New or improved analysis.
- New or improved concepts and theories.
The title of this thesis indicates that this project will
improve the CVT by extension and validation. The extension
refers to the addition of (an)other value domain, and the
validation refers to the application of a new method of data
analysis. It will be adding evidence to the general theory
by comparison to the patronage decision.-
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1.3.4 Creating new theory
The advancement of consumer theory is a primary contribution
of this study. Brown (1992:136) states that "given .. (the) ..
need to possess a clear understanding of the reasons why one
outlet is chosen in preference to another, there have been
numerous attempts to model and thereby predict consumer
choice behaviour". This project is just such an attempt.
Other researchers have had similar intentions. Bacon (1984)
develops a comprehensive model for predicting shopping
frequency, and concludes that the deciding factor is 'cost'
but with a two-dimensional perspective: the costs of
shopping frequently (transport etc.) are traded off against
the cost of not shopping (frequently) such as inventory etc.
It is contended that such a view is simplistic, because it
assumes that all trips to go 'shopping' are for the purpose
of shopping - which paradoxically is not.true, because
buying behaviour is only one dimension of shopping
behaviour. This study aims to identify the values which
determine shopping per se (not frequency) and by identifying
such values, it is postulated that the frequency (effect)
can be influenced (through marketing ) by understanding the
cause (values). By integrating the CVT with the means-end
model of consumer behaviour, a revised consumption model
with high predictive validity as well as explanatory power
can hopefully be formulated.
1.3.5 Confluence of disciplines
The shopping centre management discipline is still in its
infancy, as can be seen by the limited academic research in
15
that field. The first Journal of Shopping Center Management
was published in the USA in 1994, and is an industry
initiative of the International Council of Shopping Centers
rather than academic endeavour. This particular project
focuses on the overlap between shopping centre management,
marketing, consumer behaviour and re~ail practice; and
attempts to address the question of what motivates people to
shop at a particular location. Geo-demographic surveys have
always focused on the ability of the consumer, and not on
his or her intention. This project should also be seen in
the light of contributing towards the expansion of shopping
centre management as a new discipline.
1.3.6. Triangulating the Consumption Value Theory
The CVT is a useful model for academics and practitioners
alike, because of its predictive validity. It is therefore
a theory that could fulfil an important role in mainstream
consumer research. In the best tradition of qualitative
research, this project triangulates two independent
theories, and in doing so validates both.
On the one hand there is the means-end theory [see par.
3.2.4] which was popularised by Walker & Olson (1991), and
on the other hand the CVT of Sheth, Newman & Gross (1991). A
central construct in both these theories is' that of values,
and .this project will attempt to triangulate those two
theories by using the data-gathering method based on the
means-end theory, to verify and validate the CVT.
16
_1.4 BENEFITS OF RESEARCH
The research will also have positive implications ~for
related disciplines of marketing, retailing and shopping
centre management for practitioners as well as academics.
From an academic perspective the bene~its include:
• Constructing an extended model of market choice which
already has predictive validity.
• It will simultaneously expand the theoretical
understanding of 'values' as determinant attributes of
market choice, and focus the patronage decision more
flrmly in the current consumer research paradigm.
• It will open a Pandora's box of further research
opportunities. A need can already be foreseen for
definitive typologies for shopper types and shopping
nodes, as well as a comprehensive taxonomy of decision
types.
From the practitioner's perspective, it will enable the
practitioner to position the type of centre according to the
most salient values, hence appealing to the right motives
which ultimately influence the consumer's choice of retail
outlet type.
McGoldrick (1990:71) refers to evidence that store-selection
criteria tend to be situation-specific and that they tend to
shift over time. Values, on the other hand, are stable
. .
factors, and allow long-term positioning strategies.
Shopping centre managers can then promote their centres
according to these primary motives. As most centres are
reliant upon the majority of the people in their catchment
areas, it was not in the past possible to segment the market
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in a meaningful way. Clawson & Vinson (1981:312) cite Vinson
& Munson's 1976 study as proof that values can be used
effectively as segmentation variables. Sukhdial et al
(1995;9) also showed that values can be successfully used to
sharpen segmentation in the luxury car market. Prospective
retailers and entrepreneurial managers will be able to
better understand the implications of marketing their
products through a specific type of centre, and should be
able to strategise more effectively.
1 .5 HYPOTHE SES
For phase one of the research, the central theoretical
supposition is that consumption values (as identified by
Sheth et al, 1991) drive the patronage decision. Hypotheses
will only be subjected to the test of an exhaustive
literature survey.
For phase two, a central theoretical statement regarding
specific values is formulated in Chapter five. The
qualitative research methodology does not require
statistical hypotheses to be formulated.
1.6 SCOPE, DELIMITATIONS AND ASSUMPTIONS OF STUDY
Laaksonen recognises the difficulties inherent in empirical
research in the shopping behaviour area. One of the reasons
mentioned (1993:6) is "the variety of different choices
(chains, stores, products and bzands l-, , (which) .. increase
complexity in the research area". The choice alternatives
listed by Laaksonen do not even include the choice of
shopping centre, suggesting that the research may even be
more difficult than is thought.
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Because of these difficulties, this project is then of
necessity limited in its scope.
1.6.1 Scope
The scope of this project is fairly ambitious. Should this
model of market choice be successfully extended, it will be
able to explain and predict all the market choices - which
will be truly.powerful indeed.
Such ambition also means inherent difficulty. O'Brien &
Harris (1991:123), citing Guy and Wrigley (1981:5), state
that "...the factors which appear to influence shopping
behaviour are so many and varied that any attempt to devise
a model of behaviour reliable for individuals and for single
trips would seem doomed to failure". Of course, this is
exactly what this project is all about: devising a model to
predict shopping behaviour, albeit only empirically tested
for a limited range of shopping destinations.
Alexander (1992:31) distinguishes between shopping in malls
(at leisure) and convenience shopping. This implies that
different types of shopping centres exist for different
types of shoppers and shopping. In fact he specifically
states (p37) that "the needs of the shoppers also vary with
the type of shopping center". In par. 1.7 (methodology) it
is explained how the different types of shoppers and
shopping are incorporated into this project.
Cook & Walters (1991:49) place the scope of this research in
context. In explaining the influence of lifestyles in
shopping related behaviour, they make the following
statement: " ...the research required is not simple. It
19
requires an extended enquiry, which first investigates the
broad values on which attitudes towards .. self-, peer group
and society are formed. These are then used in conjunction
with perceptions, preferences and expectations ...media use,
shopping and purchasing behaviour ... to explain and predict
shopping-related behaviour".
The CVT is essentially a meta-theory, in that it takes a
step backwards, and tries to integrate many diverse models
and concepts into one parsimonious model, with exceptional
predictive validity of up to 98% of actual behaviour (Sheth
et al: 1991:131) and high validity and rel~ability afforded
by over two hundred applications (Sheth et al 1991:82).
What is particularly pleasing, is the symmetry of the
results. Whether the hypotheses are accepted or rejected
does not detract from the meaningfulness of the results. If
it is known that the values that determine product choice
are not the same or similar to those determining choice of
shopping centre, then it serves to re-focus future research,
highlights the fact that a centre cannot be positioned
according to any of these values, and finally also will
stress that the marketing solutions that work for products,
are probably not suitable for shopping centres either.
a) Consumer behaviour theory and research paradigms
Any scientific research is in essence simply a desire to .
solve problems of the 'what, when, where, why, how and who'
of particular phenomena. In social research in general, and
business research in particular, the need to know is
relevant because it influences the survival and growth of
society as we know it. If it can be determined that there
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are underlying value domains which influence the shopping
destination (the where consumers shop), it will lay the
foundation for further research to better understand certain
values, "and also reveal the strength of those values under
varying circumstances amongst different consumer groups and
so forth. In an age where electronic shopping is rapidly
increasing (Fiedler & Weissenberger, 1994) - especially in
First World countries - the question of why people shop
where they shop is of particular relevance, as it is likely
to influence the evolution of the new distribution channels.
This project represents a broadening of the current retail,
location research paradigm:
• Brown (1992:a) identifies three paradigms which have
dominated location research this century:
- Neo-classical Approach
Behavioural
- structuralist.
Although this study primarily follows the behavioural
approach, it deviates from the predominantly cognitive bias,
which assumes that the consumer is always a rational
decision maker, seeking to maximise the benefits of the
decision.
• Laaksonen identifies that patronage behaviour has
'attracting and resisting elements' (1993:5); and this
particular model allows for both these positive and
negative elements to manifest themselves as values.
• Lewison (1991:98) sees buying behaviour as the sum of
buying considerations (what), buying situations (how
much), buying centres (who), buying influences (why),
buying processes (how), and finally buying scenes
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(where). In this terminology, this project is focused on
determining the values the consumer attributes to the
'buying scene'.
b) General scientific scope
According to Mouton & Marais (1989:145) a (scientific)
theory has three significant characteristics or dimensions.
The characteristics that a theory should have, are:
- Classifying
- Heuristic
- Explanatory.
The consumption value theory of Sheth, Newman and Gross
(1991) corresponds to these requirements, and can be
accepted as a proper scientific theory in the true sense of
the word. It is classifying, because it categorises the
constructs (values) which determine market choice. It is
heuristic because it leads to the discovery of differences
and/or similarities between product-types, consumer-types
and decision-types in the context of market choice. And in
the final analysis, it explains why we buy what we buy, and
that is powerful knowledge. This theory is an important
component of the current consumer behaviour (research)
paradigm. It represents a shift away from the cognitive
(p~ocess-) orientated theories, and focuses more on the
underlying constructs (values) which are more fundamental
determinants of choice.
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1. 6.2 Delimitations
The research project is of necessity also limited in its
scope, and a few of the more importa~t limitations are
briefly discussed below:
# Only values are considered.
The scope of this project is limited to determining whether
those values which are identified by Sheth et al (1991)
which have been proven to apply to consumption choice, also
apply to shopping destination choice. It follows naturally
that if shopping centres (in particular) want to apply the
concepts of lifestyle marketing, then further research into
other aspects, such as identified by Cook & Walters
(1991:49), will be necessary.
# Only certain categories of shopping centre destinations
are considered.
The shopping destinations which are the most popular and/or
most frequently visited by the interview subjects will be
incorporated. This will of necessity limit the study to (for
instance) certain categories of shopping centres only. The
limitations of such an approach could detract from the
relevance and meaningfulness of the findings by virtue of
the limited generalizability of the findings. This ~eans
that its predictive value, as well as its value for
practitioners will be somewhat limited. This shortcoming can
be overcome by either broadening this research project, or
by conducting a follow-up study. The latter approach is
preferred, as such studies will have added meaning depending
on the outcome of this initial stu~y.
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The investigation will be limited to consumers who patronise
certain categories of shopping centres only. In order to
fully understand which shopping centres are included and
which are excluded, a comprehensive typology (see figure
2.7) must be developed. That is, such a typology will
specifically clarify and illustrate the scope as well as
limitations of this particular project.
# Only centres in traditionally white suburbs considered.
Traditionally, property owners and investors have rarely
invested in historically black areas. The reasons for these
iie in the immediate history of South Africa, but are not
within the scope of this investigation. The location of
major shopping nodes has naturally led to a predominance of
white shoppers. Even casual observations will confirm this,
and it does not need to be researched.
The project therefore focuses on current patrons of shopping
centre and although they are likely to be predominantly
white, and hence not representative of the South African
consumer population, they are deemed to be representative of
the primary trading area's consumer population. The
interviewees will most likely refer to the more established
centres in traditionally white suburbs.
The generalizability of the research findings to the South
African population as a whole is therefore limited. In
addition to that, the low literacy levels amongst the black
population in general makes it very difficult to obtain a
truly representative sample.
The reverse of the above-mentioned situation exists in areas
where black traders dominate. Street vendors in the various
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CBD's are disproportionately patronised by non-white
consumers. This is probably more a matter of locational
convenience, and is underscored by the fact that spaza shops
and stokvels are so prevalent in the traditionally black
areas. This study could possibly be replicated specifically
amongst the black population at a later stage, in order to
enhance its generalizability.
# Only syst~tic, voluntary choices are explained.
The limitations of the original theory (Sheth et aI,
1991:13-14) apply equally to this project. The theory only
explains the systematic, voluntary choices of individuals.
Random choices, involuntary choices and choices where more
than one person'is involved are excluded from this theory.
Although these are the limitations, it remains a sizeable
segment of consumer choices.
# The probable dominance of one value.
The most critical limitation of the study is that
convenience of location will influence the patronage
decision every time, to a greater or lesser extent. No
effort is made to quantify the extent of this influence.
Sheth's (1991) theory labours under a similar limitation, in
that price will influence every purchase decision, to a
greater or lesser extent. Similarly no attempt is made to
determine the extent of such influence. Sheth incorporates
the price factor into the conditional value construct. For
the purposes of this project, the convenience-factor will be
incorporated into the functional value construct.
# Limited validation.
The validation phase of the research will validate the
theory for the patronage decision. Further validation of
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the theory must then be continued to the product/service and
brand level decisions as well, before the model can be said
to be validated comprehensively.
1.6.3 Assumptions
It is a real danger to the scientific process that
assumptions held by the researcher are so pervasive that
they never enter his or her consciousness. Below, some of
the salient assumptions about consumer behaviour and the
research methodology followed are briefly discussed.
# Willingness to buy.
Lewison formalises certain assumptions which are often
implicitly assumed in the study of consumer behaviour. He
refers to 'consumer potential' (1991:100) and describes it
as the consumer's "willingness to buy, ability to buy, and
authority to buy". Sheth et al also make an oblique
reference to the consumer's willingness and ability to buy;
but phrase it as the "commitment of time, money and effort"
(1991:4). The consumer's willingness and ability to make
that commitment is also then an assumption of this research.
That is, it is implicitly assumed that consumers are free,
willing and able to participate in the essentially free
market, and capitalistic process which underlies retail
trade.
# Original assumptions.
Sheth et al (1991:7) identify three axioms of their theory
of market choice
1. Market choice is a function of multiple values.
2. These values make differential contributions in any given
choice situation.
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3. The values are independent.
As this study is an extension of the original, these same
fundamental propositions will underpin this study.
# Personal and philosophical paradigms.
From a philosophical perspective, an empirical approach is
based on the assumption that truth can be determined by
observation and study of reality. Some philosophers might
argue that the 'truth' cannot be known; and especially not
by using our five senses.
Any researcher who operates in a specific research paradigm,
also commits himself to a.set of quasi-metaphysical
assumptions and presuppositions (Mouton, 1989:147). Bailey
(1978:18) defines a paradigm as a ~ ..•mental window through
which the researcher views the world". The 'window' is
influenced by the researcher's ethics and intellectual
objectivity, which must also be assumed.
# Methodological assumptions.
It is furthermore assumed that research sUbjects will
participate willingly, objectively and honestly; and with a
full and clear understanding of the questions.
1 • 7 METHODOLOGY
In attempting to transfer the model to a new type of
decision requires exhaustive literatuxe research; albeit on
a smaller scale than that of Sheth et al (1991). To
formulate this particular theory, the original researchers
incorporated the major streams of research in a wide variety
of disciplines - from economics to psychology - into a
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single model. Similarly this research attempts to
incorporate all the significant research related to retail
outlet and shopping centre patronage into the CVT.
This project will not merely be an application-study of the
consumption value theory. Hence, the methodology of that
application is not directly relevant, but for the sake of
completeness, some methodological difficulties are
highlighted; which explicates some of the reasons why a
simple application of the CVT to the patronage decision
would have to be approached with care.
The CVT is normally used in a manner which requires the
comparison of the associated values which drive the choices
of user as well as non-users. In this context, researchers
must consider patrons and non-patrons. The patronage
decision differs from other consumption decisions in that
people living in the primary catchment area will have
frequented most centres in that area at least once, and in
that sense non-users will be relatively hard to find;
whereas it is easy to find smokers vs. non-smokers, or
Panasonic vs. Sony users. In fact, store- or centre
~ avoidance can probably be classed as deviant consumer
behaviour - along with compulsive shopping. Exact figures
could not be traced, but neither of these two extremes is
really relevant to the practitioner, as they conceivably
constitute a minor segment·of the market.
This obstacle is not insurmountable. The Sheth et al (1991)
methodology requires two groups for discriminant analysis.
The user/non-user dichotomy is reasonably mutually
exclusive, since a consumer either bought. a Sony or a
Panasonic, smokes or does not smoke; although there are grey
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areas because a Sony buyer may have previously owned a
Panasonic and some people may be infrequent social smokers.
Methodologically, all that is required is the creation of
such a dichotomy that can be used as a substitute for
patrons and non-patrons. This researcher has succeeded in
isolating two dominant shopper types; Type Q and Type R.
This classification is described fully in Chapter 3, and it
uses types of shopping behaviour as a condi tional factor
that influence.s patronage.
If the obj ective was to merely apply the CVT to yet another
consumer choice, it would have been necessary to obtain
responses from patrons and non-patrons, but type Q and type
R patrons would conceivably be appropriate as a substitute.
On the product level of choice, the prospective researcher
should identify two different types of centres
(neighbourhood vs. regional); and on the brand level of
choice, any two different centres of the same type (e.g.
Cresta and Sandton are both regional centres) would be a
fair substitute for brand.
As stated earlier the above-mentioned methodological
problems are mentioned for the sake of comprehensiveness,
since this. study will not be merely yet another repetition
of the CVT. The main thrust is the validation of the theory,
and a completely new methodology (see Chapter five) is used
to achieve this.
This research proj ect will have to be conducted in one
specific and homogeneous geographic area. This will enable
the researcher to identify specific centre types as referred
to by the interviewees. What is lost in generalizabili ty is
gained in accuracy, and since the primary obj ective of this
proj ect is model building, accuracy is of greater importance
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as generalizability can be attained by follow-up studies in
different geographic reasons.
1 .8 CONTENTS AND STRUCTURE OF STUDY
The rest of the thesis is structured as follows:
Chapter 2: Background to the retailing and shopping centre
industries.
The fields of retailing, and how it specifically relates to
- the shopping centre iridustry is presented to the reader.
This review provides the background necessary to understand
the patronage construct.
Chapter 3: Consumer Behaviour.
The various approaches and accompanying models are explained
and analysed in order to contrast them with the specific
model which is the topic of this research. The central
theoretical construct of 'values' is also fu l Ly explained
and juxtaposed with other related constructs.
Chapter 4: Literature integration.
This section entails the review of patronage-related
literature in order to identify whether past research can be
subsumed into the consumption value theory's value
constructs. The emphasis is on the analysis of previous
patronage research to determine the attributes, consequences
and values that are proven to influence the patronage
decision. This will allow the researcher to identify the
attributes which will be used as the inputs for the
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laddering- interview, as well as whether such attributes or
consequences can hypothetically be interpreted to be
subsumed in the consumption value theory.
Chapter 5: Research Methodology.
This contains a detailed explanation of the research
methodologies followed in order to firstly construct the
model, and secondly to validate it empirically.
Chapter 6: Data interpretation and analysis.
This chapter contains the results of the empirical phase of
the project. The personal interviews are analysed and then
inputted into the software to generate implication matrices
and hierarchical value maps which graphically illustrate the
relationships between the attributes, consequences and
values which were identified as being relevant to the
patronage decision.
Chapter 7: Discussion of findings and conclusion.
The results will be interpreted in order to draw conclusions
about the acceptance and rejection of hypotheses. The
implications for practitioners and academicians will also be
considered.
1.9 CONCLUSION
The specific aim of this project is to extend the CVT from
five values which drive three types of choice, to six
values; and then to validate the revised model. It is not
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merely a further validation of the theory in (for instance)
the South African context, or of an as yet untested product
or brand. It goes much further than that, because it
validates the theoretical constructs through the laddering
technique.
The general aim of this project is enhance the understanding
of the concept of values, and its role in consumer
behaviour. Res~arch into values is gaining momentum and the
Journal of Business Research has published (1991) a special
issue on this topic. Besides technical contributions,
applied research was done on topics such as values and gift-
giving (Beatty et al), and values and the new elderly
(Schiffman & Sherman) and of course Sheth et aI's seminal
article. Finally, it has also been recognised locally by Du
Plessis et al (1990:165) that "there is great hope that
(personal) values could be the intervening variable which
best describes market segments". This study is conducted in
that same hope.
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Marketing authors (McCarthy & Pe~rault, 1993; Kotler &
Armstrong, 1995 and Van der Walt, et aI, 1996) normally
limit their discussion of retailing to a relatively brief
chapter discussing various distribution channels, and limit
the discussion of retailing to a chapter at most. This
superficial treatment of the retailing discipline does not
do justice to an exciting discipline and large industry. The
shopping centre phenomenon justifies a paragraph or two in
marketing textbooks, as it is an equally exciting subject
and also a large industry.
This chapter introduces the reader to the retailing and
shopping centre industries in South Africa, and also
specifically identifies the various shopping nodes or
destinations. This is important in understanding the scope
and delimitation of this project.
2.1 INTRODUCTION TO RETAILING
A simple definition of retailing is that it is ~all the
activities involved in the sale of goods and services to the
ultimate consumer" (Mason et aI, 1991:5). If seen as a
process , then retailing forms part of a small part of the
total marketing activity, since it is one of the
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distribution factors to consider. The retailer usually
occupies the last place in the logistics chain. But from an
-institutional perspective, retailing is a complex structure
(Mason et al, 1991:5), and justifies in-depth analysis.
Anderson (1993:5) defines retailing as follows: "Retailing
consists of all the activities in selling goods or services
directly to final consumers for personal, family or
household non-business use". Lusch et al (1993:5) describe
retailing as "the final activities and steps needed to place
merchandise in the hands of the consumer or to provide
services to the consumer". Levy & Weitz (1996:5) offer the
definition that retaili~g is "the set of business activities
that adds value to the products and services sold to
consumers for their personal or family use".
Retailing is then that commercial activity which involves
the sale of goods and services to the final consumer. From
the marketing point of view the retailer is the final member
of the distribution channel. An acceptable definition of a
retailer could be "any business establishment that directs
its marketing efforts towards the final consumer for the
purpose of selling goods or services" (Lewison 1991:2).
Retailing as a discipline has begun to claim its rightful
place in academic research, and now boasts a number of
dedicated journals. Table 2.1 lists the prominent academic
journals which deal specifically with retail-related issues,
and Table 2.2 lists some key texts retail location.
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Table 2.1
r . < RETAILING·· ACADEMIC JOURNALS
NAME PUBLISHER YEAR EDITOR(S)
ESTD
International Journal MCB 1986 (- J Dawson
of Retailing 90)
International Journal MCB 1990 J Fernie
of Retail and
Distribution
Management ,
International Review Routledge 1990 J Dawson,
of Retail, L Sparks
Distribution and
Consumer Research
(Source: Brown, 1992:a)
Brown (1992a:4) identifies that in the United Kingdom alone,
there are nine post-graduate retail degrees (see Table
2.3.), four retailing research centres, and seven chairs in
retail studies.
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Table 2.2
TEXT
The Locationa1 Structure
of Retail Trade
The Problem of Retai1 Site
Se1ection
The Selection of Retai1
Locations
Geography of Market
Centres and Retail
Distribution
Geography and Retailing
Marketing Geography
The Marketing Environment
Geography of Marketing
Retai1 Location and Retai1
Planning in Britain
Retai1 Geography
The Urban Retai1ing System
Store Location and Store
Assessment Research
Retai1 and Commercia1
Planning
Location Strategies for
Retai1 and service Firms
Location, Location,
Location
Store Choice, Store
Location and Market
Ana1ysis
YEAR
1929
1939
1958
1967
1970
1976
1979
1979
1980
1980
1982
1984
1984
1987
1987
1988
AUTHOR(S)
I.K. Rolph
R.U. Ratcliff
R.L. Nelson
B.J.L. Berry
P. Scott
R.L. Davies
J.A. Dawson (Ed.)
J. Beaujeu-
Garnier & A
Delobez
C. GUy
J.A. Dawson (Ed.)
R.B. Potter
R.L. Davies &
D.S. Rogers
(Eds. )
R.L. Davies
A. Ghosh &
S.L. McLafferty
K. Jones &
J. Simmons
N. Wrigley (Ed.)
PUBLISHERS
Government
Printing
Office,
Washington
University of
Michigan
Dodge
Prentice-Hall
Hutchinson
Retailing and
Planning
Associates
Croom-Helm
Longman
Gower
Croom-Helm
Gower
John Wiley
Croom-Helm
Lexington
Methuen
Routledge
Market Centres and Retai1
Location
The Retai.1 Environment
Spatia1 Ana1ysis in
Marketing
1988 B.J.L. Berry & Prentice-Hall
J.B. Parr
1990 K. Jones & Routledge
J. Simmons
1991 A. Ghosh & JAI Press
c. Ingene
(Source: Brown, 1992:a)
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In this respect, South African academia unfortunately are
lagging behind the rapid professionalisation of the
re~ailing discipline in Europe and the United States of
America. At South African universities, retailing is only
offered as a subject in Business Economics (Business
Management) honours courses. The University of South Africa
offers a one year certificate course in retailing, and the
only retailing (-orientated) chair is at the University of
Cape Town, which is held by Professor Deon Nel. There are
four Technikons (Witwatersrand, Free State, South Africa and
Cape Town) which offer a three-year Nati~nal Diploma in
Retail Business Management, with prospects of it being
offered as a Bachelor of Technology.
Table 2.3
RETAILING·DEGREE·· COURSES IN THE UK I
, INSTITUTION COURSE NAME YEAR DURATION
ESTD
Manchester Pol.ytechnic BA (Hons) Retail 1984 4 years
Marketing (F/T)2
University of Stirl.ing MBA in Retail 1985 1 year (FIT)
Management.
University of Stirl.ing MBA in Retailing 1988 2~ years
and Wholesaling by (PIT)
Distance Learning
Dorset Institute BA (Hons) in 1989 4 years
Retail Management (F IT) 2
University of Surrey B.Sc. (Hons) in 1989 4 years
Retail Management (F/T)2
University of Ul.ster BA (Hons) in 1989 3 years
Retail (FIT)
Distribution
Management
Oxford Pol.ytechni.c Joint Honours in 1989 3 years (FIT)
Retail Manage~ent
Dundee Institute of BA (Hons) in 1990 4 years
Technology Retail and (F/T)2
Distribution
Management
Loughborough University B.Sc. (Hons) 1991 4 years
Retailing (FIT) 2
(Source: Brown, 1992a)
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2.2 THE RETAIL INDUSTRY IN SOUTH AFRICA
Brown (1992a:2) somewhat sarcastically observes that "many
prior commentators have felt the need to explain their
infatuation with the subject, usually by means of a (sic)
exposition on retailing's social and econom~c significance
(numbers employed, contribution to GDP etc.) ... ". Despite
this comment, .it is necessary to contextualise this .research
project by briefly illustrating the size and importance of
the retail industry, simply because the shopping centre is
an agglomeration of retail outlets.
Prinsloo (1995:27) states (figure 2.1) that average monthly
retail sales have increased from R5,8 bn in 1990, to R9,0 bn
in 1994.
Figure 2.1
Retail Trade Sales: Current Prices
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(Source: Prinsloo,1995)
Unfortunately these apparently impressive growth figures
represent a decline in real terms (to R5,3 bn) until mid
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1993. Since then it has grown somewhat (5,5%) to R5,7 bn
per month. Figure 2.2 illustrates the trend in retail trade
sales at constant 1990 prices.
Figure 2.2
Retail Trade sales: Constant Prices
7'---,,--------------------------~
en 6.5C
aa_
-
-a-
m 6
5.5-4-..;....-------~=-- 1__--__==__--- iL_--_l
I
sJ--r-.---.--...---.---.----r--.---..----.-- --r"-,...---~...----.---.----r---.---I
234
1990
2 3 4
1991
2 3
1992
2 3 4
1993
2
1994
(Source: Prinsloo, 1995)
Figure 2.3 depicts the concentration of retail sales in
Gauteng. Of the major metropolitan areas listed, Gauteng
represents more than 55% of the total retail market. This
. .justifies the limitation of the research project to centres
in Gauteng.
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Figure 2.3
Retail Trade sales by Area
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(Source: Prinsloo, 1995)
Table 2.4 below illustrates the distribution of 1995 'sales
by retailer c~tegory:
Table 2.4
;,~~t~f~~i;gft~~~~~i{tj~~~~~j~~.:';~'~7).;t(~~~;\,;(::~~S,:~:,',,%,;,'.,-c};j,',';/;;'! .';:',. ";"""" j,'
Butchers 2147 3%
General Dealers 35526
·
8 48%
Bottle stores 2501
·
6 3%
Clothing & Textile 17196
·
2 23%
Furniture 8271
·
8 11%
Books & Stationery 1124
·
2 2%
Jewellers 763 .8 1%
Chemists 2333
·
1 3%
Miscellaneous 3779
·
7 5%
TOTAL 73644
·
1 100%
(Source: CSS, 1996)
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2.3. ISSUES IN RETAIL RESEARCH
Retailing is a multi-disciplinary science, and as such it is
hard to define many research topics which are exclusively
the domain of the retail researcher. For instance: cost- or
management accountants and marketers would consider the
concept of pricing as their domain; the urban geographer
and sociologist are equally interested in the location and
design of trading areas. The customer and his/her
psychology is ardently researched by psychologists,
advertisers, marketing practitioners and the like.
Retailers, however, are particularly interested in the
fields of merchandising - especially visual merchandising
and store location, because the other aspects of the
business (distribution/ human resources/ financing and so
forth) are well covered by other research disciplines. The
aspect of location especially is a critical one for
retailers, as the cliche about the most important
determinant of success ('location, location, location')
seems to indicate. Brown (1992a:8, citing Ghosh and
McLafferty 1987) observes that "_since store location is a
long-term fixed investment, the disadvantages of a poor
location are difficult to overcome".
Of course poor marketing- or retail practices may cause
failure, despite a good location. It is logical that the
location decision is important, as the cost implications of
a mistake can be substantial - one cannot just move your
sign to a new street corner - long leases will see to that!
Similarly, it may take a long time to rectify an initial
locational error. The decision is further complicated in
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that the myriad of market factors that influence the success
of a particular location have by no means been isolated.
There is a significant history of publication on the topic
of retail location, and a number of seminal texts have been
published, going as far back as 1929. Brown (1992a:14)
comments on the fact that the topic of retail location has
attracted the interest of workers from a wide range of
academic specialisations - such as economics, marketing and
psychology; and the bulk of the contributions have come from
researchers with a geographical background. This has led to
a quantitative bias in research methodology, and a number of
normative models were developed. So-called 'spatial
scientists' such as Nelson (1958), Berry (1967), Scott
(1970), Davies (1976) and Dawson (1979) have done much to
establish retail- or marketing geography as an academic
discipline.
Since the dawn of the 1980's, there has been more work done
by researcher~ on the qualitative aspects of retail location
(Hirschman (1981), Sheth et al (1983, 1991), Bloch (1987),
Roy (1994»; with due consideration being given to the wider
socio-political and economic environment in which the
consumer decision-making process takes place. It is in this
latter paradigm that this project is embedded, as the
particular project does not concern itself with the
'science' of retail location per se, but rather accepts that
certain locations exist, and attempts to determine the
(qualitative) values which determine-the consumer's decision
to patronise a specific location - or not. This concern with
the qualitative aspects of location is a natural progression
from the quantitative studies, as there are relatively few
new locations being developed. (This is, of course,
particularly true in countries with low (or zero) population
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growth, as the existing retail infrastructure would be
largely sufficient). The study of retail location and
patronage is still important in the South African context,
because:
(a) A particular retailer may still move to a new location.
But then it is a relatively simple exercise because if the
majority of retailers are successful in a specific shopping
node, 'it is unlikely that the new entrant will fail because
of poor location. Brown (1991:16) takes cognisance of the
fact that micro-scale location (intra-centre) has received
some notice, and that there is also ~ample empirical
evidence... (which) ... attests to the fact that the 'success' of
individual retail outlets is inextricably bound to the
presence or absence of competitive and complementary
establishments in very close geographical proximity...".
Since this study focuses on the choice of shopping centre -
which is a macro-location issue the perspective is one of
whether a centre is successful or not, and not specifically
the success or failure of an individual retailer.
(b) Developing countries (such as South Africa) would, of
course, be concerned with the creation of new shopping nodes
or destinations; although even then such locations will be
dictated by reality (our history, specifically) rather than
theoretically ideal locations. This fact is implied by
Brown (1992:165) when he states that ~the growing
realisation that locational decisions... are determined to a
greater or lesser extent by a variety of underlying
economic, social and political processes_ and the advocation
of structuralist approaches to spatial phenomena_". A
structuralist paradigm will be an eminently suitable
approach, particularly in South Africa, to the study of the
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socio-economic and political forces that dictate the
creation of spatial structures. This project is, however,
specifically aimed at researching the consumer's patronage
decision of existing centres; and hence a 'behavioural'
approach is considered more suitable.
Support for the view that the retail mix offers much
fertile, retail-specific research ground can be found in the
statement by O'Brien and Harris (1991:38) that ~who is
buying what, where and when are the crucial questions which
retailers need to answer".
From the above the following key facts may be summarised:
- Retail institutions are substantial, and research into
retail location is practical, and
- Retailing i~ a researchable discipline, with considerable
academic merit.
2.4. SHOPPING CENTRES AND RETAILING
The term 'shopping nodes' is used here as a generic term to
depict all commercial precincts with a retail component, be
it a free-standing store or a large shopping centre.
Figure 2.7 identifies all shopping nodes in a comprehensive
typology, but it must be noted at the outset that a shopping
centre is just one type of shopping node.
2.4.1. Defining shopping centre
An acceptable definition of a shopping centre offered by
McKeever & Griffin (1977:1, cited in Dawson, 1983) is. that
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it is ~a group of architecturally unified commercial
establishments built on a site which is planned, developed,
owned and managed as an operating unit related in its
location, size and type of shops to the trade area the unit
serves". This seems to be an unnecessarily complicated
definition, and Price & Cloete (1994:3) offer a simpler one
when defining a shopping centre as a ~single architectural
unit of planned retail outlets and associated services and
facilities, d~signed and managed as a fully integrated
retail system".
2.4.2 Evolution of shopping centres
Dawson (1983) provides a reasonably comprehensive history of
the development of shopping centres, as do Price and Cloete
(1994). For the purpose of this study, it is probably just
worth noting that the United states of America was a world
leader in this development and it is generally accepted
(O'Brien, Harris 1991:92) that the first 'modern' shopping
centre was built in the city of Baltimore as early as 1907;
and the first out-of-town centre opened in 1923 in Kansas
City.
Trade faires were common features in the Middle Ages, and
one can even trace the development of shopping centres back
to the market squares such as those in ancient Greece. The
st. John's Market in England occupied 7000·sq. m in 1822.
2.4.3 South African shopping centre· industry
In South Africa, the oldest shopping centres are Southdale
(1961) i~ Johannesburg, and Musgrave (1963) in Berea,
Durban. These developments were preceded by the provision of
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dedicated off-street parking in the late 1940's for a small
shopping strip in Birnam, Johannesburg. The pioneer was
Cecil Behrmann. (Price & Cloete: 1994: 1.13). The largest
centres are Eastgate (105 000 sq. m) and Sandton City (104
000 sq. m); both in the greater Johannesburg area. South
Africa's shopping centre industry is remarkably well
established, boasting a South African Council of Shopping
Centres, managed under the auspices of SAPOA ( South African
Property Owner~ Association). In design and format, South
Africa have largely followed the American format, and
visitors to the country express surprise at the level of
sophistication in the industry.
Figure 2.4
Number of Shopping Centres
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South Africa boasts (in 1996) 82 centres larger than 20 000
square metres, which is 16 centres more than in 1992, when
the total was 66 centres. Figure 2.4 also illustrates the
geographic distribution of the larger centres.
Total retail space increased by 30% in more or less the same
period ( see figure 2.5), and the result is an obvious
decline in productivity; specifically as measured by trading
densities (tur~over per square metre). This is a major trend
in the industry which can be addressed by proper
positioning.
Figure 2.5
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There are two salient features of the SA shopping centre
industry:
• The majority of centres are located in Gauteng (50%),
and the Western Cape and KwaZulu/Natal account for a
further 32,2%. This means that six of the nine
provinces have less than 18% of the sizeable centres
(Fig 2.4). This can be probably be attributed to SA's
peculiar racial history, as well as the distribution of
our minerals and wealth.
• The Shopping Centre Directory of SAPOA (1995) only
lists five of the i65 sizeable (>10 000 sq. m) centres
that are located in traditionally black townships.
Whether these two facts imply that there are major
development opportunities, specifically in the traditionally
black townships and under-developed provinces, is not a
foregone conclusion. The widely held belief in the industry
is that relatively affluent black families are leaving the
poverty-stricken townships, transferring their spending
power to the traditionally white suburbs. In addition, the
CBD of. Johannesburg (the traditional shopping node for taxi-
bound commuters in Johannesburg) is actively seeking to
revive trade through the implementation of business
improvement districts, which could also slqw down the growth
of shopping inside the black townships. Furthermore
urbanisation to the major metropolitan areas continues apace
- as proven by the phenomenal problems created by informal
settlements around Johannesburg and Cape Town. Shopping
.centre development in black townships is more than likely to
be strategic investments to capitalise on the availability
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of the best locatl0ns, rather than current economic
imperatives.
The South African shopping centre industry has experienced
somewhat of a mini-boom during the early Nineties, with
almost 30% of total retail space being added (Prinsloo,
1995:27). This has been the primary cause in the decline of
retail space productivity.
2.5. TYPES OF SHOPPING CENTRES
A comprehensive typology of shopping nodes (in South Africa)
is important for this research, since it will make the
scope, as well as limitations of the project clear. The
ideal would be to determine whether the consumption value
theory applies to all types of shopping nodes. Practical
constraints dictate otherwise, and the project will be
limited to three types of planned retail centres illustrated
in figure 2.6.
A number of authors have suggested various typologies. Brown
(1992a:27) lists four major categories of retail locations
as being unplanned clusters, planned clusters, linear
locations, and isolated locations. Mason et al (1991:127)
cite the electronic shopping alternatives of television,
interactive shopping, mail order/direct mail and home
information services. Figure 2.6 provides an overview of
typical retail locations.
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Figure 2.6
A Typology of shopping nodes
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This simple taxonomy owes much to Berry's insight in 1963.
(Brown 1991: 25). Thi~ same approach is followed in the
development of a comprehensive typology later on (see figure
2.7.). The typology represented in figure 2.6 is somewhat
simplified, and much has changed in the shopping centre
industry since Berry's original conceptua1~sation. A much
more comprehensive typology is needed in order to fully
understand the patronage options the ,modern consumer is
confronted with. Brown (1992:28) offers a post-hierarchical
classification based on a matrix of form and function, but
the hierarchical approach has greater explanatory power in
the opinion of this researcher.
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Figure 2.7 is an attempt at such comprehensive typology,
which takes the original Berry approach a few steps further
to incorporate the latest developments in shopping centres.
This typology represented below is speculative, and based on
received wisdom rather than research and consensus. It is
essentially just an extension of the Berry typology which is
expanded to incorporate all the shopping options (also
informal and nqn-store). Any disagreement will only be
semantic rather than substantial, since it is based on
reasonably obvious observations. The most important reason
for including this typology, is to illustrate to the reader
that this project is limited in its scope, since it only
addresses a few of the alternatives available to the
consumer. There is no available data that can be traced, but
one can safely say that the few types of centres selected
for this project represent a sizeable chunk of total retail
expenditure, and the findings will not be insignificant
because of this limitation.
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Given the comprehensive range of possible shopping nodes or
destinations, it is necessary to discuss in greater detail
the types of shopping centres to which this project will be
limited. Ghyoot (1992) has developed a taxonomy of planned
centres specifically, and figure 2.8 is an adaptation of his
original work. Such a taxonomy provides an overview of the
criteria and dimensions of the predominant shopping centre
categories ..
This taxonomy identifies the three main types of centres;
Neighbourhood (small), Community (medium) and Regional
(large) centres. Neighbourhood centres are also known as
convenience centres, and are those centres typically
anchored by a Spar, a Sentra or a local grocer. At the other
end of the scale are the regional centres. In the industry
it is nowadays accepted that the larger centres such as
Sandton City and Eastgate in Johannesburg which have over
200 retail stores, are also referred to as super-regionals.
In the USA centres have become even bigger with the Mall of
America in Minneapolis, and the West Edmonton Mall in Canada
with more than 800 stores and even theme parks as part 'of
the centre. These structure are referred to as mega-malls.
The community centre is a mid-sized structure, with the
dimensions as illustrated in figure 2.8.
The three centre types as classified by Ghyoot (1992) are
not yet fully accepted in the industry, as the South African
Property Owners Association is currently attempting to
formalise a typology that will be acceptable to all the
players. The basic taxonomy is, however, unlikely to change
considerably because conceivably a shopping centre may have
29 stores (falling in the community centre category), but
have a gross leasable area of 31000 square metres (falling
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in the regional centre category). Some individual
interpretation and a holistic view of the'centre and its
.surroundings is needed in order to classify it
appropriately. The features of three types of shopping
centres as illustrated by figure 2.8 serve as the basis for
the centre types under investigation.
Figure 2.8
A taxonomy of shopping centres
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2.6 RECENT TRENDS
The shopping centre industry - particularly in South Africa-
is dynamic, and there are currently a number of significant
trends emerging:
• Development in traditionally black areas
An urgent reconstruction programme - focusing on housing,
infrastructure and-industry - delayed the establishment of
retail centres·in Europe after the World Wars. In South
Africa a similar trend is emerging. There are probably few
opportunities left for the establishment of classic/formal
shopping centre developments outside the neglected
(traditionally) black areas.
The white population growth is stagnant and any growth in
retail expenditures in (traditionally) white suburbs can
easily be accommodated by the existing shopping
infrastructure. Since most large centres are owned either by
pension funds or financial institutions, and because of
limited investment opportunities in South Africa, they have
continued to invest in the property market by refurbishing
older centres, and generally avoided traditionally black
areas because of socio-political problems presented by such
investments. There is evidence that this is slowly beginning
to change, as developments in suburbs like Dobsonville
(Soweto) and Daveyton on the East Rand are increasing.
Viljoen (1995:14) details the experiences and plans .of
developers in Soweto, and concludes that although it may
seem like a developers paradise, there is very little
actually happening in terms of property development.
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• Speciality centres
South Africa has furthermore followed the international
trends of developing speciality centres (especially with an
entertainment focus). The first attempt was Bruma Lake,
followed by a much improved Victoria & Alfred Waterfront in
Cape Town, and the latest addition being the Randburg
Waterfront where restaurants constitute + 60% of its
tenants. Similar developments are planned for Durban and
Port Elizabeth.·
• Value centres
The other major trend is the development of power centres
(also known as value centres) such as the Woodmead Value
Mart and Hillfox Power Centre in Roodepoort. This shopping
concept is still widely misunderstood as can.be seen from
the tenanting strategies of these centres. These centres
were developed in the USA to house the so-called 'category
killer' retailer. As the name implies, category killers
dominate a particular product category by offering its
merchandise at substantially lower prices - even lower than
hypers and discount department stores. In South Africa, many
of the ordinary retail chains and franchisees have taken up
space in these centres and sell at the regular prices. The
handful of tenants who offer reduced prices, do not
constitute enough drawing power to create the high volume of
feet count necessary to make it work.
Confidential, proprietary information available to this
researcher reveals that one such centre draws 90% of its
trade from a 10 kilometre radius. That is the profile of a
convenience- or community centre, but not a power centre.
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• Prinsloo (1995 :27-31) identifies the following trends·:
- A slowdown in construction of regional centres.
- Expansion of existing (successful)regional centres.
- Changes in tenant mix of regional centres to
accommodate changing shopper profiles.
Establishing food anchors outside the centre is
proving to be viable in very strong regionals.
- Revamp of older neighbourhood- and community centres.
- Mixed use centres are gaining in popularity.
- Theme centres and entertainment centres are being
developed.
Oversupply in cinemas.
- Value centres are still unproven.
- More flea markets.
- Large numbers of hawkers, but small slice of retail
spending ( 1% in Pretoria).
- Smaller, decentralised centres in good locations close to
CBD.
- Retail in townships.
• General trends
Along with those specific trends mentioned above pertaining
to the shopping centre industry, there are also a number of
trends emerging in retailing in general. These trends must
be read in conjunction with those mentioned above, as they
also impact on the patronage of shopping ce~tres. The three
most important trends are identified by Assael (1992:637) as
being, "(1) time constraints, (2) increasing consumer
emphasis on quality and value, and (j) greater price
consciousness".
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2.7 CONCLUSION
Thls chapter provides an overview of retailing. The state of
retailing as an academic discipline is first discussed,
before providing an overview of the size and structure of
retailing in South Africa. Next, issues in pertaining the
research of retail locations are highlighted. And finally,
the shopping centre industry is discussed. This includes a
comprehensive typology of shopping centres which delineates
the scope of the project quite clearly.
In summary, it can unequivocally be stated that the shopping
centre industry is vibrant, large and sophisticated, even in
international terms. There are promising economic
indicators, but developers will do well to approach the
oversupplied retail market with care, to let productivity
catch up. The only exception is possibly supplying the
deprived black townships.
This research project will highlight the consumption values
which influence the patronage decision, and developers will
be able to use the information to increase traffic to the
centres by appealing to those values, and so increase
productivity of the trading areas.
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In Chapter 2 the reader was provided with some background to
the retailing- and shopping centre industries. This was done
in order to illustrate the types of shopping destinations
which_are prevalent in general, and the three main types of
centres which are the focus of this project. As the purpose
of this research project is to identify the personal values
that drive choice of shopping destination, an introduction
to consumer behaviour in general is also required. Consumer
behaviour is a vast field of study, and the discussion will
of necessity be limited. In order to minimise this
limitation, the topic of consumer behaviour is introduced by
brief reference to those comprehensive models which
endeavour to encapsulate the complexity of consumer
behaviour. Next a table is drawn up of those consumer
behaviour models which attempt to explain a specific aspect
of consumer behaviour theory; such as need arousal,
information search and so forth. There are two types of
models which deal specifically with choice, and the one
category (compensatory models) is briefly discussed, because
the concept of values is incorporated into this model type.
Next the means-end model is discussed because it provides
the basis for understanding the data gathering technique
adopted in this research. The CVT is.discussed in greater
detail, in order to understand the five values incorporated
in the model. In the final instance a brief review of the
history patronage research is provided, so that the research
paradigm of this project is clearly understood.
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3.1. DEFINITIONS
Before proceeding with the discussion, it is necessary to
define certain concepts and clarify the relationships
between these concepts which are used frequently.
3.1.1 Consumer Behaviour
Consumer behaviour is a relatively young science, which has
its roots in other, older disciplines. Harrel (1986:9-11)
traces the origins of consumer behaviour to the confluence
of the disciplines of Psychology (Social and Cognitive),
Sociology, Anthropology, and Economics. There is not
consensus on an exact definition of consumer behaviour, as
illustrated by the following definitions:
Anderson (1993:224) adopts Mowen's 1987 definition of
consumer behaviour as being "the study of the decision-
making units and processes involved in acquiring, consuming,
and disposing of goods, services, experiences, and ideas".
The American Marketing Association defines consumer
behaviour as the "dynamic interaction of affect and
cognition, behaviour, and environmental events by which
human beings conduct the exchange aspect of their lives"
(Peter and Olsen, 1994:7).
Schiffman & Kanuk (1991:5) define consumer behaviour as "the
behaviour that consumers display when searching for,
purchasing, using, evaluating and disposing of products and
services that they expect will satisfy their needs". This
definition is similar to the one offered by Wilkie (1990:12)
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which defines it as the ~activities that people engage in
when selecting, purchasing, and using products and services
so as to satisfy needs and desires. Such activities involve
mental and emotional processes, in addition to physical
activities".
Finally, Mowen (1995:5) defines consumer behaviour as the
study of the buying units and the excha~ge processes
involved in acq~iring, consuming, and disposing of goods,
services, experiences and ideas".
At the core of these definitions there is agreement that the
topic of analysis is human behaviour in the market place.
Consumer behaviour is such a broad concept that researchers
should be quite specific when describing the specific aspect
of consumer behaviour being studied. Patronage behaviour is
a subset of consumer behaviour, and that is discussed next.
3.1.2 Patronage Behaviour
There is a clear distinction between shopping behaviour and
patronage behaviour. Shopping behaviour specifically refers
to those behaviours exhibited by consumers when engaged in
the process of actively shopping. Buying behaviour is a
subset of shopping behaviour, and shopping behaviour is a
subset of patronage behaviour and patronage' behaviour is a
subset of consumer behaviour.
Figure 3.1 illustrates that there are consumer behaviours
which do not require a visit (patronage) to a 'place of
shopping, and similarly a consumer can patronise (say, a
shopping centre) without actually shopping for something;
63
and finally, a consumer may be shopping without moving on
to actual buying behaviour.
Figure 3.1
The relationship between subsets of consumer behaviour
SHOPPING BEHAVIOUR
PATRONAGE BEHAVIOUR
CONSUMER BEHAVIOUR
Surprisingly few authors bother to define what is meant by
the term 'patronage'. Spiggle & Sewal (1987:98) define it
as "a consumer's purchase pattern over a series of purchase
tasks". This definition is rejected, because patronage can
be viewed as a once-off activity as well. Laaksonen
(1993:9) defines patronage as "the general conception of the
dynamism of shopping behaviour with regard to store choice".
This definition will be more accurate if the words 'store
choice' are substituted with 'shopping destination', as this
would also allow the incorporation of location type as a
dynamic component of patronage behaviour; which it
undoubtedly is.
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Achabal et al in Darden & Lusch (eds.) (1983:377) cite
Pessemier's description of patronage analysis being the
explanation of ~why potential customers do or do not visit
and/or buy in a particular store or department".
This narrow definition excludes the shopping centre as a
factor in the patronage decision, which is a definitional
weakness that is easily overcome by including a reference to
location type .i.n the definition.
A broad definition of patronage in the consumer behaviour
context is the consumption of retail space. This definition
allows a consumer to patronise a retail outlet or shopping
centre, without necessarily buying. Specifically, visitors
to retail outlets are seen as retail patrons, and patronage
(noun) refers to the support given to an outlet by visiting
that particular retail space. This view is in line with the
Oxford English Dictionary, as well as Collins English
Dictionary (1990:619) which define patronage as support
given by a patron. Gowers, editor of Fowler's Modern
English Usage (2nd ed) in 1965 was pleased to note that the
term (patronage) was becoming rarer, and that it was a
positive development, since patronage refers to a
relationship which is best described by 'customer'. In the
view of this researcher customers are buyers, and shopping
centres do not have that relationship with the people who
enter their doors.
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3.2 REVIEW OF CONSUMER BEHAVIOUR MODELS
3.2.1. Introduction
Consumer behaviour is a complex field of study, which
explains the abundance and divergence of theoretical models
which attempt to explain consumer behaviour. In the
following paragraphs an overview of such models are given.
The primary reason is to contextualise the CVT in order to
clarify its role and position in the current research
paradigm. A brief discussion of these models serves to
position the consumption value theory (CVT) relative to some
of the other major types of models in existence.
First the general consumer behaviour models are briefly
referred to; secondly some of the models which address
specific aspects of the consumer decision-making process are
identified; and finally the CVT and the means-end models
which pertain directly to this study are discussed.
3.2.2. Overview of models of consumer behaviour
There are a number of comprehensive consumer models in
existence, the most well-known being:
- The Howard-Sheth Model
- The Engel-Kollat-Blackwell Model
- The Nicosia Model
Introductory texts on consumer behaviour such as Harrel
(1986: 550-564) or Schiffman and Kanuk (1987: 653-659)
provide excellent overviews of the more common models. The
first two models in particular were developed during the
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early years of consumer behaviour as a scientific
discipline.
The Engel,-Kollat-Blackwell model of consumer behaviour (see
fig~re 3.2) can be used to illustrate store choice, as well
as centre choice, and is described by Block and Roering
1979:474) as involving four sets of variables:
(1) Evaluative criteria.
(2) Perceived characteristics of the store under
consideration.
(3) The comparison process.
(4) The classifying of the store as acceptable or
unacceptable.
There is an alternative to the common consumer decision
models referred to earlier. "Traditional models of the
purchase or adoption process in marketing treat it as a
series of cognitive events followed by a single behaviour,
usually called adoption or purchase ... (whereas) ... an
alternative approach is to analyze adoption or purchase as a
sequence of behaviors" ( Peter and Olsen, 1994: 276). These
traditional models (termed complex process models) are,
however, excellent at providing a fairly parsimonious
overview of consumer behaviour in general.
Careful analysis of these models will reveal that the
consumer's decision-making process is viewed as a complex
process which is constantly influenced by internal variables
(atti "tudes! learning/ beliefs! values! personali ty) as well
as external variables (family/ society). This complex
process is then reproduced as a number of individual
variables which are linked in a complicated network of
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processes and sub-processes and activities. The major stages
in the consumer decision process are:
- Problem recognition.
- Information search and evaluation of alternatives.
Decision and purchase.
Consumption and evaluation. (Wilkie, 1990:567).
This project will focus on the third stage (phase) of the
decision-making process which is the stage at which the
consumer makes his/her choice.
Another model that can also be termed a process model, is
the one developed by Darden & Dorsch who have developed a
model of actions and action strategies (1990:291) relating
specifically to shopping behaviour. It is a sequential
process model, the last sub-set of which is designated as a
means-end model.
In the model the consequences of shopping feeds back to
'socialization history / life experiences' , which result in
a 'shopping orientation'. Shopping orientation can then be
the collective term for the group(s) of values that govern
shopping behaviour, just as store image is the collective
term for the attributes of the store as perceived by the
consumer. All of these comprehensive models accept to a
greater or lesser extent the centrality of the consumer
decision-making process. These models have' been important
in guiding our thinking, as well as research activities over
the last three decades.
O'Shaugnessy (1987:13) recognised and observed that
~_ an individual purchase generally is part of some overall
consumption system or lifestyle, rather than an isolated
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event". The models referred to are comprehensive, but are
nevertheless only partial explanations of the truth.
McGoldrick (1990:76) notes that there are "important
differences between selecting a store and selecting a
product". This is a warning well heeded. The only complex
process model that pertains specifically to store choice, is
that developed by Monroe & Guiltinan (1975). Even this model
does not consiqer the choice of shopping centre
(specifically) or shopping node (generally) as separate
aspects in the decision. The abovementioned model qoes,
however, incorporate a construct 'attitude towards store'
which provides a link with the multi-attribute attitude
models discussed later.
Another category of models also exists, which is specific
and addresses only a certain aspect of the consumer
decision-making process. The following table (3.1) lists
those models and some of the main proponents of the models
with systematic reference to the specific phase of the
consumer decision-making process.
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Table 3.1
Summary of models of specific aspects of consumer behaviour
Model Type
Binary Choice Models
Brand Awareness Models
Consideration Set Formation Models
Information Integration
MUlti-dimensional scaling
Proponents
- Hauser & Urban
-'- Nooteboom
- Rossiter & Percy
- Blattberg & Jeuland
Hauser & Wernerfelt
- Roberts & Lattin
- Hagerty & Aaker
- Meyer & Sathi
- Moore & Winer
Factor Analysis - Hauser & Shugen
,i~~~#~~{~~1~~0Z~t;~3J~f~~~~~~~r~~~~~~;1~~:J~~t,~:E~2:~:;rni'i'tH;;
Compensatory Models
Fishbein-model
Belief-Importance model
Ideal-Point model
Non-Compensatory models
Conjunctive models
Lexicographic
Luce's Axiom
- Fishbein
- Bass & Talarzyk
- Lehman
- Urban & Hauser
- Johnson & Payne
- Lattin & McAllister
MUltinomial Logitmodel/ Probitmodel
Variety Seeking model - Bearden & Teel
(Extracted from Lilien et al: 1992)
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The CVT forms part of the ca tegory of mode~s referred to as
the compensatory model.s (ref. tab~e 3. 1) . Even more
specifica~~y, va~ues are those factors which can be equated
with the importance weights component of the mu~ti-attribute
moael:«.
3.2.3 Compensatory models
It is important to understand this particular category of
models, since the CVT specifically relates to this category.
The' compensatory models are those models which deal with
consumer choice specifically. These models are also
referred to as multi-attribute models. Brown (1992a: 138)
describes these models as follows: " .. firstly, the
identification of key influences on patronage behaviour
(convenience, friendly personnel, range of goods etc.);
secondly, an assessment of the relative importance of these
attributes in the choice process (low prices, for example,
may prove paramount with car parking facilities a close
second); thirdly, a rating of the outlets in the
respondents' opportunity set along each of these dimensions;
fourthly, an overall ranking of the outlets in terms of
choice probabilities; and, finally, a comparison of
consumers' actual with that predicted by the model H •
This process described above can be simply restated as a
sequential process which involves
1. Recognising attributes
2. Rating the options
3. Assigning weights to them
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This sequence of events would then result in a choice being
made by the consumer.
The multi-attribute model can be expressed as a formula:
Ani = 1: biei
A Attitude
bi = Strength of the belief that the object
(option) has attribute i
ei = "Evaluation of attribute i
n = Number of beliefs about object/ option
The most widely used compensatory model is the Fishbein
model, and it is briefly discussed below in order to
contextualise the CVT.
Sheth et al (1991:25) comment that the "Fishbein model
includes concepts relevant to our functional, emotional, and
social value constructs", but this researcher believes that
the CVT complements the Fishbein model rather than being a
competing model. There is some definitional discord about
the exact nature of values, and it depends if one adopts the
internal or external perspective (ref. para. 4.3.2). The
Fishbein model predicts behavioural intention as a function
of attitude, and this researcher takes the view that values
are enduring beliefs which determine attitudes, hence the
complimentary nature of the Fishbein model and the CVT.
The Fishbein model was adapted by Bass & Talarzyk in 1972
to relate specifically towards attitudes towards retail
stores (McGoldrick, 1990:77). Peter and Olsen also (1994:
138 - 141) provide a clear example of how the formula would
work. For the purpose of this research, it is only important
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to understand where and how values would fit into such a'
multi-attribute model.
The multi-attribute model (like much of the early research
in consumer behaviour) appears to assume rationality and
perfect knowledge for the consumer, and most importantly
that the central tenet of consumer behaviour is the
decision-making process. Foxall (1983:80) strongly disagrees
with these assumptions, and today researchers generally
realise the weakness of those assumptions. Hence, the focus
of this project is not so much on explaining the process of
choice, but rather the underlying, fundamental values which
somehow influence the outcome. Other problems researchers
may have with the multi-attribute model are:
• use of respondent-stated importance weights,
• unrealistic implication that consumers make an almost
simultaneous evaluation of all the attributes, and
• the assumed linearity of consumer attitude responses to
attribute differences (McGoldrick, 1990:78-79).
In summary, the multi-attribute model emphasises attributes
which are weighted according to their salience (importance).
The value construct is explained by the means-end model as
being linked indirectly to attributes; that is, the
attributes of a choice alternatives are linked to the
personal values of the consumer. Mason et al (1995:110) cite
Lutz's 1975 research when observing that "typically changing
. .
performance beliefs is harder than changing performance
beliefs, because importance weights reflect customers'
values".
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3.2.4 The means-end model
Darden (1979) is one of the early pioneers of patronage
research and developed a comprehensive model of patronage
behaviour. Sheth followed with a more comprehensive and
dynamic model in 1983; but both of these early attempts were
aimed at clarifying the process (that is the sequence of
events as well as the influencing variables) whereas this
latest model (the CVT) ignores the process, and focuses on a
single aspect, termed 'values'; and it is discussed at
length in this chapter.
However, a black box orientation to model building might be
parsimonious, but it does not withstand human
inquisitiveness. There must be some indication of
directionality (and hence causality) in a model to
facilitate understanding of the process. The CVT basically
states that there are five values which determines a .
consumer's choice of an alternative. No explanation of 'how'
is given.
A return to the complex process models is not advocated,
because McCracken's criticism (1990:4) of these model's
realism as well as usefulness is valid.
The challenge is posed by Sherry (1986:574) to ~describe and
interpret both the meaning systems and material flo~s
underlying consumer behaviour". This research project
responds to that challenge. The conc~pt of meaning systems
and material flows is elegantly captured in the means-end
model. McCracken (1990) criticises traditional consumer
behaviour models as being ~unprepared to embrace the topic
of meaning". If one accepts that the CVT may benefit from
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integration with a more expressive model, and also accepts
the criticism aimed at the elaborate box-and-arrow models;
how does one respond to Sherry's challenge? The aim is to
create a simple, yet powerfully expressive model that can
accommodate the predictive power and theoretical elegance of
the consumption value theory.
Means-end theory has a few prominent proponents such as
Gutman, Reynolds, and Gengler. A review of their literature,
and in particular the seminal article by Gutman (1982)
highlights a number of important features of means-end
theory.
o It recognises the role of culture.
o It incorporates the concept of values.
o It explains the relationship between consumer and
marketing environment.
o It has a logical flow of meanings.
o It accommodates correlational research about product- and
patronage determinants.
o It accommodates the Stimulus-Response approach of the
behaviourists.
o It has intuitive logic and appeal.
o And can be empirically validated through use of laddering
techniques.
One of the main objectives of this research' project (ref.
para.l.3.6) is to triangulate the means-end theory and the
consumption value theory.
The CVT merely specifies that there are five values which
drive market choice. In the original research, Sheth et al
(1991) do not specify whether these values are terminal or
instrumental values. These values are considered to be
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instrumental values according to Pitts & Woodside (1991:92),
and they differ from the other category of values (terminal
values) in that instrumental 'values precede terminal values
in the means-end chain. Means-end models represent the
relationship between self and products, where the means
represent aspects of product knowledge, and the ends
represent aspects of consumer self-knowledge (Walker &
Olson, 1991:112). Clawson & Vinson (1981:309) cite Rokeach's
original research and concur that there are fewer terminal
values than instrumental values.
They also explain the difference (1981:310) between these
two types' of values as being that "instrumental values
relate to modes of conduct and terminal values have to do
with preferred end-states of existence". Walker & Olson
(1991:112) state that "our most abstract beliefs, such as
our instrumental and terminal values are elements of the
core self".
Reynolds & Rochon (1991:135) defines values, as "end-states
that represent the governing drives that the individual has
with respect to self perception or how one would like to be
perceived". Since patronage behaviour (like all behaviours)
contributes to and influences self-perception, it is clear
that the 'governing drives' of shopping behaviour must be
values.
Further support for this model type can be found in Myer's
Interaction (1974) model, which is a'precursor of the Sheth
model. In describing the model, Laaksonen (1993:49) states
that "everything is controlled by the meaning system". The
meaning system in this particular model is a construct which
houses the stimuli of internal and external systems, and as
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such is closely allied to the concept of values as
conceptualised by Sheth et al (1991). Laaksonen explains
further : "The central process ele~ent related to the
meaning system is tension... (which is) ... a function of
involvement and stimulus relevance... (and) involvement is
taken to be a function of self-perception, and relevance is
a function of perception of the stimulus". Note here also
the reliance on perception which is similar to Sheth's
perceived util~ty. Figure 3.3 illustrates diagrammatically
the various components of the means-end model.
Figure 3.3
The means-end model
/
[ I .[ ConsequencesI I IAttributes .' ValuesI
...
I \ I \ : \
/ \ / \ / \
/ \ / \ / \
/ \ / \ / \
/ \ / \ / \
/ \ / \ / \/ \ / \ / \/ \ / \ I \! \ / \ / \/ \ / \ / \/ \ / \ / \/ \ / \ / \
I Concrete Abstract Functional Psychosocial I Instrumental I Terminalattributes I attributes consequences consequences values I values
(Source Peter & O~son 1995)
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other early signs of the means-end type of model are traced
back to Grubb & Grathwohl (1969) who linked the sYmbolic
value of goods (abstract attributes) to consumer self-
concept as far back as 1967 by noting that the sYmbolic
social classification of a good allows the consumer to
relate himself directly to it, matching his self-concept
with the meaning of the good.
3.2.5. The Consumption Value Theory
Sheth et al (1991:3) state that "the theory of consumption
values is applicable to choices involving a full range of
products and services". This study is an attempt to test
this statement by testing the applicability of the theory to
choice of shopping destination.
The five values which determine consumption decisions as
identified by Sheth et al (1991), are:
(a) Functional value
(b) Conditional value
(c) Social value
(d) Emotional value
(e) Epistemic value
In their model Sheth et al (1991:3) identify the consumption
decisions as being "the choice to bUy or not to buy; the
choice of one type over another; and, finally, the choice of
one brand over another".
Another researcher who has done a great deal of work on
retail patronage is O'Shaugnessy (1987) and he explicitly
states (p171) that "the choice criteria are viewed as
emanating from the consumer's system of values". A
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diagrammatic representation of the model shows the
simplicity and the power of the theory. (Figure 3.4)
Figure 3.4
The consumption value theory
Functional Conditional Social
Value Value Value
Consumer-Choice Behaviour
-,
Emotional Epistemic
Value Vallie
-----l
(Source: Sheth et aI, 1991)
The following discussion of the consumption value theory
developed by Sheth, Newman and Gross, is of necessity
reliant on the~r seminal publication of 1991. Their work
also includes an extensive bibliography related to the
constructs of market choice behaviour. There is (at this
stage) no other text dealing specifically with this model,
and the explanations which follow have been gleaned from
their text.
The authors' (Sheth, Newman & Gross) own view on this
development is important in understanding how it deviates
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from established consumer behaviour models, and is worth
quoting at length.
In the preface to the publication, the authors state that:
"Al thoiJgh it has evol ved from the Howard-Sheth theory
of buying behaviour... it is both conceptually and
structurally unique in several respects. First, it is more
a predictive model than a process-orientated model. Second,
the determinants of choice are consumption values and not
purchase criteria. Third, the theory provides operational
measures and procedures so that it can be applied in
marketing practice. Fourth, it is more managerial and less
descriptive than the Howard-Sheth theory. Finally, it is a
theory of market choice behaviour, although the unit of
measurement is the individual choice maker"(Sheth, et al :
1991 :v) .
In a certain sense the CVT takes a step back to incorporate
most of the streams of research - even research from other
disciplines such as experimental psychology and economics.
This new model which basically identifies five different
consumption values which in Sheth et aI's (1991:23) own
words "provide a framework that is both comprehensive (rich)
and economical or parsimonious (simple)". This new model has
exceptional predictive validity and as such it has greater
value for the marketing practitioner than a.more esoteric
model with detailed linkages and feedback loops which does
not, for instance, aid with market segmentation or branding.
In order to arrive at such a simple but powerful model, a
great deal of research has been conducted in a wide
diversity of disciplines:
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- Economics
- Marketing
Clinical Psychology
- Child Psychology
- Social Psychology
- Personality Psychology
- Educational Psychology
- Experimental Psychology
- Environmental 'Psychology
- Cognitive Psychology
- Consumer Behaviour
- Urban Geography
- Sociology
- Anthropology
- Communications
- Political Science
From all the above , they have synthesised a new (meta-
theoretical) model, which identifies the presence of one or
more of five values which determine the consumers' choice
obviously subject to the limitations mentioned earlier.
An explication of these five values follows. In each
instance only brief reference is made to related research
which served as the underbuild of the CVT model. For a more
extensive treatment, refer Sheth et al (1991).
a) Functional Value
Sheth et al (1991:18) define functional value as follows:
"The percei ved utili ty acquired by an al terna ti ve as the
result of its ability to perform its functional, utilitarian
or physical purposes. Alternatives acquire functional value
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through the possession of salient, functional, utilitarian
or physical attributes".
The three main constructs incorporated into this value are
utility, attributes, and needs. The last two are discussed
at length in paragraphs 4.2.1 and 4.2.2. The concept of
utility is allied to the concept of economic utility
propagated by economists. (Refer Sheth et a L, 1991:34).
b) Social Value
Sheth et a l, (1991: 19) define social value as follows:
"The perceived utili ty acquired by an alternative as a
result of its association with one or more specific social
groups. Alternatives acquire social value through
association with positively or negatively stereotyped
demographic, socia-economic, and cul tural-ethnic groups".
The concept of social value encompasses the following well
known constructs (Refer Sheth et aL, 1991: 38-41) :
* Social Class.
* Symbolic Value.
* Re ference groups.
* Conspicuous and Compensatory consumption.
* Normative component.
* Opinion leadership and diffusion of Innovatron.s .
All of these concepts originated in the social sciences, and
have been the subject of much empirical testing. Brown
(1992a:151), citing Jansens's 1982 study, "revealed the
strong emotional and social values that individuals attach
. to shopping activi ties", so this is not a new concept in
consumer behaviour.
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c) Emotional Value
Sheth et al (1991:20) define emotional value as follows:
"The perceived utility acquired by an alternative as a
result of its ability to arouse feelings or affective
states. Alternatives acquire emotional value when associated
with specific feelings or when they facilitate or perpetuate
feelings".
The concept of emotional value is based on the research done
in the following areas:
* Motivation research.
* Personality.
* Effect of the marketing mix.
* Non-verbal processing and hemispheral brain lateralization
(left brain/ right brain).
* Subliminal perception.
(Refer Sheth et aI, 1991:52-53).
All of these research areas are primarily concerned with the
affective component of decision-making, as opposed to the
rational and cognitive.
d) Episternic Value
Sheth et al (1991:21) defines epistemic va~ue as follows:
"The percei ved utili ty acquired by and al terna ti ve as a
result of its ability to arouse curiosity, provide novelty,
and/or satisfy desire for knowledge. Alternatives acquire
epistemic value through the capacity to provide something
new or different".
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The constructs incorporated into the epistemic value concept
are:
* Exploratory, variety- and novelty-seeking behaviour.
* Optimal arousal and stimulation.
* Innovativeness.
(Refer Shet et aI, 1991:64-65)
e) Conditional Value
Sheth et al (1991:22) define conditional value as follows:
"The perceived utility acquired by an alternative as a
result of the specific situation or the context faced by the
choice maker. Alternatives acquire conditional value in the
presence of antecedent physical or social contingencies that
enhanQe their functional or social value, but do not
otherwise possess this value".
Conditional value is (per definition) a transient value, and
only exists under certain circumstances. Two streams of
research have respectively focused on:
* Effects of situational contingencies; which recognise that
attitude and intention alone are insufficient to explain
consumer decision-making.
* Types of situations, culminating in Belk's taxonomy:
(i) Antecedent states
(ii) Physical surroundings
(iii) Social surroundings
(iv)· Task definition
(v) Temporal perspective
(Refer Sheth et aI, 1991:72-73).
This overview of the CVT is best summarised in the own words
of Sheth et aI, 1991:31):
85
"The theory is based on five constructs representing five
kinds of value possessed by choice alternatives. Each value
pertains to the perceived utili ty of an al ternative. (...) A
number of models and theories ... contain constructs analogous
to the values in our theory (but none is) as comprehensive
as our theory".
3 • 3 PATRONAGE RESEARCH
The essential question that this research project aims to
answer, is whether those same consumption values that
influence-market choice (as identified by Sheth) also apply
to the consumer's choice to patronise a specific shopping
centre.
In order to answer that question, the same meta-theoretical
approach has to be followed. That is, just as Sheth et al
(1991) have synthesised readings from a wide variety of
disciplines into the consumption values model, this
researcher must synthesise a great deal of readings on the
topic of patronage research into the model developed by
Sheth et al (1991).
Once it is clear that there is some theoretical or
conceptual evidence to support such hypotheses, the model
will be tested for a different kind of decision; that it is
the choice of shopping destination. Wilkie .(1990:563)
identifies four primary types of decisions that consumers
make as:
- Budget allocations.
- Product purchase (or not) .
- Brand and style choice.
- (Store) patronage.
86
It is on the last of these decisions that this research is
focused.
Laaksonen (1993:6-9) succinctly summarises the four basic
approaches to researching shopping behaviour:
o The spatial models which emphasise the rationality of
utility maximisation - and ignores the reality of learned
behaviour.
o The stochastic approach which generates rules governing
patronage , but also unrealistically assumes a stationary
state.
o Descriptive models of shopper types are useful , but
problematic in terms of construct validity; since there
are virtually an endless list of attitude dimensions that
can be generated.
o Comprehensive models in terms of individual systematics
is Laaksonen's fourth category, and is the one into which
this research project falls. This is a holistic
approach, but aimed at the micro (individual) level of
decision-making. Exponents of this approach are Sheth
(1983, 1991), Assael (1981), Schiffman (1983), Pessemier
(1983). Tauber (1972) and Monroe & Guiltinan (1975), and
Laaksonen (1993).
Mason et al (1983:33) state that ~only limited research on
personal values, however, has extended beyond brand and'
product choice behaviour into the domain of retail patronage
behaviour". This weakness in consumer behaviour models has
continued to persist into the 90's.
Spiggle & Sewall (1987:98) also criticise prior patronage
research for failing ~to consider the dynamic nature of...
determinants of choice". This criticism is valid, and the
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extended CVT recognises the differential- and independent
contributions made by the values determining choice.
Despite academic research in the field of retail location
and patronage, many retailers still probably use non-
scientific methods in their decision-making. Brown
(1992a:10) citing Davies (1976) concludes that "the need for
rapid decision taking, ... and the threat of pre-emption from
potential competitors, often precludes the systematic
sifting of locational options_". Despite an apparent lack of
research, Brown (1991:xiv) has a bibliography of
approximately 1500 entries. As one of the objectives is to
provide a thorough overview of literature on retail
location, this is perhaps not unusual. Brown's text is also
organised in such a fashion that it gives very clear
indication of the evolutionary, paradigmatic changes that
retail location research has undergone during this century.
This allows the researcher to place this particular project
in its proper historical context.
In attempting to research the agglomeration of retail
outlets, a number of approaches emerged this century. The
paradigms of location research are summarised in the
following tables:
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Table 3.2
Approach Proponents Date
Central Place Theory
Bid Rent theory
Principle of
Minimum Differentiation
Christaller
Losch
Hurd
Haig
Ratcliff
FIotelling
1933
1940
1903
1926
1935
1929
(Source: Brown, 1992)
This approach set the course for decades of academic
research. with a decidedly quantitative bias. The pendulum
then swung to the other extreme, and provided a behavioural
perspective.
Table 3.3
Nystrom 1930
Nystuen 1959
Johnson 1978
Brown 1989
Cox & Golledge 1981
Cadwallader 1981
Jackson & Smith 1984
Herbert & Thomas 1990
Humanistic
Cognitive-Behavioural
;\:~~:{,~-'-;'Yj,;j]::::;,:,/: ~).:-.:2:1~Cc~{·,<:'__J_;~F'~'F~~~YI~:,,:~"~~~~~:\_:;W9::~~:'~.~'.J;~9~_'::,~S~CH.<:'~:;:,::;-.',~'·-·
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Approach Proponents Date
Empirical-Behavioural
(Source: Brown, 1992)
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Most of the well-known consumer decision making models are a
product of the cognitive-behavioural approach. The consumer
is assumed to be a rational being, with all facts at his/her
disposal before making a decision.
Table_ 3.4
Factor Researchers Date
Retail Strategy
Shopping centre
Development
Government and
Administrative
Dawson 1990
Ghosh & McLafferty 1987
Dawson 1983
Morgan 1988
Boddewyn, Hollander 1972
Wrigley 1992
(Source: Brown, 1992)
The structuralist approach focuses on the external,
environmental determinants of retail location.
The tables above neatly summarise the evolution of location
research paradigms. This particular research project does
not exactly fit one of those paradigms mentioned above since
the CVT and the means-end theory is not about location
research per se, but rather it adds a new dimension to the
patronage decision, namely a personal values perspective as
a determinant of patronage.
3.4. 'rYPOLOGY OF PATRONS
Having constructed a typology of shopping destinations
(refer figure 2.7), it is also necessary to construct a
typology of patrons. This is not the same as a typology of
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shoppers, but a review of the literature on shopper types is
the logical starting point.
Academic researchers (Darian (1987), Guiltinan & Monroe
(1975), Hansen & Deutscher (1978), Stoltman (1990), Mason
(in Darden & Lusch (eds.), 1983), Haueisen et al (in Darden
& Lusch (eds.), 1983), Achabal (in Darden & Lusch (eds.),
1983), Darden & Perrault (in Darden & Lusch (eds.), 1983),
Holman & Wilson 1982), Roy (1994), Zaichkowsky, (1991)); as
well as commercial market researchers (Peritz, 1993,
Peterson, 1988, Green 1994, Krafft, 1993, Chain Store Age
Executive, 1988) have all done research to identify shopper
types.
The findings of all of the above researchers are synthesised
in table 3.5.
The development of a typology of patrons is necessary to
ensure the validity of the sampling frame. All types of
patrons must be included in the sample in order to ensure
that data interpretation is reliable and comprehensive. In
Chapter 1 the view was expressed that 'shopping avoidance'
can be termed deviant consumption behaviour. Hence,
compulsive shoppers and shopping avoiders (note: not
minimizers!) are not considered large enough to influence
the patronage of shopping centres as a category of shopping
destinations. These extreme types of shopping behaviour are
not incorporated into this synthesis:
Finn & Louviere (1990:261) observed that ~managers are
interested in segments that behave differently, not segments
whose attitudes, life-styles, or socio-demographic makeups
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are different". This observation guided the literature
review aimed at arriving at a reasonable typology of
shoppers/patrons, and the researcher looked for underlying
behaviouraL differences, going beyond poetic labels denoting
esoteric attributes. Solomon & Buchanan (1991:96)
previously also stated that ~the correspondence of such
types to reality is unclear".
The approach followed in this investigation was first to
identify dimensions or criteria that researchers use when
distinguishing between types of shoppers. Although these
criteria are analysed to provide the framework for the
typology of patrons, it must be emphasised that the typology
constructed here is limited to the observable behavioural
dimension only, and no inference about lifestyles,
motivations, personalities and so forth must be assumed. The
criteria identified and used in the construction of this
taxonomy are:
- Lifestyle segments
- Shopping orientation
- Outlet preference
- Shopping motives
- Values
The first clues to the fundamental difference between types
of shopper were provided by Sheth (1983) and Babin et al
(1994). Two basic types of shopping values are described by
Babin et al (1994:645) as being (1) utilitarian, and (2)
hedonic. Babin et al (1994:645) acknowledge some
definitional problems with the term 'utilitarian' because it
is defined by other researchers as containing a hedonic
component. This problem is removed if the concept of
'functional utility' is adopted, because that is essentially
how Babin et al (1994) wish to define the term. Analysis of
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their hedonic construct reveals two basic factors contained
therein, and that is the emotional- and social value of
shopping. Sheth (1983) already also refers to two shopper
types, viz. functional and non-functional. Furthermore,
three of the value constructs of the CVT model are subsumed
in Babin et aI's (1994) concepts, but recognising a weakness
in the research (p654), they allude to the existence of
'informational shopping', which of course is similar to the
epistemicvalue .construct. Bellenger et al (1977) also
identified the convenience (economic) shopper and the
recreational shopper as the two main types.
The above research into shopper types, provides sufficient
evidence to hypothesise that there is essentially a
patronage dichotomy. Before explaining the behaviour of the
two types of patrons, it must be noted that consumers can
belong to either group at various times, but for the purpose
of a single trip they usually exhibit behaviour relevant to
only one type; although a patron will probably be biased
towards a particular patronage style over time.
From a practical perspective, regional shopping centres
cannot segment the market finely, since these centres (like
supermarkets) require high traffic volumes to survive. There
is thus no need to have a finer distinction than the
patronage dichotomy described below:
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Type Q: The functional, utilitarian patron who shops of
necessity, as quickly (hence: type Q) as possible because it
is a chore. This type of behaviour is characterised by small
but frequent purchases which are purely aimed at acquiring
merchandise for consumption. Duration of the visit is
usually short, and only a limited part of the centre (if it
is a large centre) or a small (convenience) centre is
patronised. Target stores are usually supermarkets for
grocery shopping.
Type R: The hedonic shopper who does not necessarily buy a
lot but has fun and enjoys the shopping task. The visit to
the centre is in a relaxed (hence: type R) manner. The aim
is to enjoy the shopping experience, and the actual purchase
and consumption is secondary. That is, the patronage
behaviour does not necessarily extend to buying behaviour -
nor is limited to entertainment orientated consumption.
The table below illustrates how the shopper types may be
incorporated into the typology of patrons.
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Table 3.5
A typology of patrons
'.. •..•.'\p.>,. ... ·.ii·.. '..'... ·..·..· TYPE''''''' .,'; 1<,. ...>/..... TYPE'R~':' ...' ··'Vo·. \i·; ':..:
."
Dimension Description Reference Description
Yesteryears (risk Chain Store Age PowerPurchasers(self
avoidance) Executive, 1988 indulgent)
Fashionforegoers Social striver (like
(Mundane) shopping)
Dutifuls(sacrificial) Progressive patron
(innovative)
--.-._.._----------------- ------.------.-------.---- ------------------_._-----Family values (planners) Krafft, 1993 Fashionstatements
.Downto basics (careful (spenders)
spender) Wauna-buys (loveto
Matriarchs (risk spend)
avoidance) Patricians(male
Practicals (careful with spenders)
money)
Patriarchs(male
_~~~!y-------_ ..•-_ ..
-------------------------- ----------.--------------.LIFESTYLE Inactive Assael, 1992 Actives (enjoy shopping)
SEGMENTS Traditional Socials
AND Dedicated fiinge Transitional(fickle)Price (comparison
CONSUMER shoppers)
TYPOLOGIES
--.----------------------- ------------------------- --._------.-------.-.----.Believers VALS2 Actualizers
Makers (Ref:Peter & Olson, Fulfilled
Strugglers 1994) Achievers
Strivers
--.----_._-----------_.--- -----._-----------._------ -~~~~._---------_.Economic man (Telser) Cited in Irrational (Hair)
Zaichowsky, 1991
Specialseeker Dardenet al, 1983 Enjoy shopping
Energy saver Shopping innovator
One-stop shopper Comfort seeker
Time saver Comparison shopper
SHOPPING
-~-----._----------------- ------------------------- ------------------.------.ORIENTATION Merchandise Stephenson 1969 Friendsat stores
Physical characteristics
Dependability
OUTLET Functional outlets Blocket al, 1994 Recreational outlets
PREFERENCE
SHOPPING Product-orientated Dawson et al, 1990 Experiential
MOTIVES
VALUES Utilitarian Babinet al, 1994 Hedonic
MOTIVES Functional Sheth, 1983 • Non-functionalConvenience! economic Bellenaer et al 1977 Recreational
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3.5 CONCLUSION
In this chapter certain aspects of the consumer behaviour
discipline were discussed. The aim was to highlight the
various models that exist, and then specifically explicate
the consumption value theory by discussing values as the
central theoretical construct of the model. This was done by
giving a summary review of the consumer behaviour models
that exist, followed by a more specific discussion on the
compensatory models category. The CVT is an independent
theory, but it has been shown to be complementary to the
Fishbein model. Furthermore, the relationship between the
means-end model and the consumption value theory was
highlighted. Next, an overview of the five value constructs
that constitute the CVT were discussed.
An overview of patronage research was done next, because the
focus of this project specifically explores the relationship
between consumption values and the patronage decision.
Previous research on the subject of location theory was
summarised in order to highlight the approaches taken over
the last few decades.
Finally, a typology of patrons was developed in order to
ensure that the empirical phase would incorporate all types
of patrons that may exist. The outcome was 'a typology with
two patron types, namely type Q and type R.
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This section of the project represents the basis of the
extension of the consumption value theory. The patronage
literature is comprehensively surveyed, and the findings
subsumed under the consumption value theory. That is, prior
research findings are re-interpreted in order to establish
if the findings fit the CVT value constructs. The CVT was
created procedurally in a similar fashion. Sheth, -Newman &
Gross worked on an inter-disciplinary level, re-interpreting
concepts borrowed from other disciplines such as economics
and psychology to eventually create their model. This
project works on an intra-disciplinary level, re-
interpreting and borrowing concepts from patronage behaviour
literature to extend the CVT by adding the patronage
decision dimension.
The original CVT model specifies five values which drive
three types of decisions. This project conceptualises a
sixth value (significative value) thus expanding the number
of value constructs.
After a literature review concerning the significative value
construct specifically, analysis of prior research follows
in order to determine the other value dimensions pertaining
to the patronage decision.
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4.1. THE CONSUMPTION VALUE PARADIGM
The orientation of the theory to be proposed in this project
is defined as 'psycho-philosophical'. The reason for
choosing this orientation can best be illustrated by
comparing the fundamental constructs of this theory, with
two other well-known theories, one in (motivational)
psychology, and the other in philosophy. Although Sheth et
al (1991), did not attempt to position their theory in a
particular paradigm, they did compare the theory with
theories from other disciplines (1991:24). The purpose of
this was more to show the origins of the constructs (the
values) which are incorporated into the theory. In order to
define the paradigm of this theory, one has to look at the
various disciplines from a more conceptual point of view.
Table 4.1 is just such a comparison, in which a consumer
behaviour model (the eVT) is compared with other widely
known models. The three psychological models (Maslow, Katz
and Katona) are classic works which are well-known in the
psychological discipline. The inclusion of Plato's
philosophical hierarchy of man provides a meta-theoretical
perspective to the comparison. This comparison positions the
eVT as a model of great significance which is on a par with
the classic models with which it is compared. It is believed
that, over time, the eVT will become as widely accepted as
the other models mentioned here.
There are some striking conceptual similarities between the
eVT, and Maslow's theory of motivation (cited in Morris
1979:378), and Plato's taxonomy of individuals (Scott-
Kakures et al 1993:41). A similar comparison is made on a
conceptual level by Sheth et al (1991:29), but this table
attempts to go further and actually compare the eVT on the
levels of hierarchy.
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Table 4.1
Consumption Values in perspective
Maslow CVT-Model Plato Katona Katz (1960)
Self-Actualisation Epistemic Wisdom-lover Spiritual/Artistic Knowledge
Ego/Esteem Conditional Honour-lover Spiritual/Artistic Ego-defensive
Belongingness Social Money-love r Fun & Comfort Value-expressive
Safety Emotional Freedom-lover Survival Util i tarian
Physiological Functional Tyrant Survival Utilitarian
This table suggests that there is broad, theoretical
compatibility with other well-established theories. This
theme is further explored in the concluding chapter. In
Chapter 7 this table will be reproduced to incorporate the
validated model based on the findings of this research.
Sheth et al (1991) do not imply a hierarchy of values, but
that does not exclude the possibility of a hierarchical
relationship between these values. From a philosophical
perspective, it stands to reason that there will be (in any
individual) certain values that are held more dearly than
others. It is not necessary to prove such a hierarchical
relationship, as that is not central to the hypotheses under
investigation. The reason for putting the theory in this
particular context, is to illustrate the broadness of its
intellectual sweep, and hopefully, the importance of the
theory in the context of the marketing discipline.
4 .2. CONSTRUCTS RELATED TO VALUES
In the following few paragraphs the relationship between
attributes , needs and store image is briefly discussed,
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because these constucts are also considered to be
determinants of the patronage decision. It is therefore
neccessary to explain the differences and commonalities
between these constructs.
4.2.1. Attributes
Sheth et al (1991) observe that the attributes or
characteristics ·of an alternative determine its capacity to
perform, and as the proliferation of multi-attribute models
attest, many researchers have recognised the importance of
attributes (and attitudes towards them) as being a choice
determinant. The two central components of the Fishbein
model (Lilien et al 1992:89) of attitude formation is the
belief that an object posesses a certain attribute, and the
evaluation (goodness or badness) of that attribute.
The construct of 'attributes' is also central to the means-
end model (Gutman, 1982). The means-end model postulates
that consumers perceive products' attributes as having
certain consequences, and that such consequences impact on
the consumer's values. Attributes are the 'means' and values
are the 'ends'. For a marketer, the objective is to
determine which attribute-consequence-value linkage is the
most salient, in order to focus on that linkage from a
positioning and promotional perspective (Gutman, 1982:60).
Sheth et al (1991:3) state that the CVT is different from
other consumer models, in that the determinants of choice
are ~consumption values and not purchase criteria". The
difference between these two must be explored. Purchase
criteria would refer to such variables as style, fabric,
colour, features, warranties and so forth. Purchase criteria
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are that set of attributes which the consumer considers
important in making a choice decision.
A value, in Sheth et aI's terminology, is a 'multi-
dimensional phenomenon' (1991:7). A value is then a
construct that can be attributed to an alternative under
consideration by a consumer.
The ,decision to ,consume a particular product (a soft drink
for example) is based on the perception of values associated
with the particular choice. Obviously purchase criteria
play a role in the decision, but they are specific and
unique, and vary with every individual decision; and hence
cannot be used to construct a predictive model of market
choice. That is , when a consumer chooses a soft drink, the
size of the container (340ml, 500 ml) will influence the
decision. When the decision to purchase a car is made, the
engine capacity (1800cc, 2000cc) will be considered; which
is an entirely different consideration from the soft drink
decision. But when the same decision is analyzed from a
'values' perspective, then the social value (acceptability
to peers) could be the same, irrespective of whether the
consumer is choosing a vehicle or a soft drink. The means-
end model enables us to make the connection between
attributes and values. In order to illustrate the
difference between purchase criteria and consumption values
for a soft drink, consider the following table:
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Table 4.2
~, ,,~';:;;~:::~,;~j::C6risumptiorf"choice'of,asoft drink'.> ," , '. " d,
~<o,:;~>::,;:,~t:";;;~::--\>,,,~--~~ ":-'~":'~~,>:~:::;:~:;:>,:~:_~-.<!.'~:~;;":i'~:;~;',;,:,:,;~~;),:,\~';;"':<;7';:<',:::,,·,,~j:'.~~~~·;'; ",:",~:;_,,~:~;,;C:-i'_':"_' ,::,..,';."".;',':::.> ",;,,,,. " .. / - ., ,~',':,~; ,'~... : . - .;,';"
Functional value
Social value
Emotional value
Conditional value
Epistemic value
Thirst quenching
Acceptable by peers
Feel good
If I'm thirsty
Try a new flavour
Purchase criteria
The following are purchase criteria attributed to the
choice of a cold drink.
Cold
500 ml size
Sl,1gar free
Diet Coke (Brand)
4.2.2. Needs
.
The concept of need is subsumed into this theory as part of
the functional value construct. Analysis of the needs
identified by psychologists, are broadly split into physical
(biogenic) and psychological (psychogenic) needs. The need
for physical safety, material security and comfort is
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incorporated into the functional value construct. The
psychogenic needs are conceivably incorporated into the
other values.
Values are occasionally confused with attitudes, and also
especially with needs (Rokeach, 1973:19). This is clearly a
fallacy, since animals also have needS but "man is the only
animal that can be meaningfully described as having values"
(Rokeach, 1973:20). Rokeach then continues by describing
values as the "cognitive representation of not only
individual needs but also of societal and institutional
demands" (p20). Even though values are taken as a measure
of needs, the relationship between them is not a simple one
(Rokeach, 1973:49).
4.2.3. Store image
It is also important to understand exactly the relationship
between research into store image , and its place in the
retail patronage decision. The Journal of Retailing devoted
a special issue to the topic as far back as 1974/5. Hansen
& Deutscher (1978:59) review the literature briefly,
recognising Martineau's 1958 study as one of the first.
In terms of the means-end model of Walker & Olson (1991),
the dimensions of image identified by the various
researchers (especially Lindquist, 1975) fall into the ambit
of the 'abstract attributes' component of the model. So,
research into image does pertain directly to values; and
an attempt is made to identify the specific values which the
image dimensions appear to appeal to. That is, image
dimensions are analysed in order to determine possible
underlying values.
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Store image attributes are therefore incorporated into the
value dimensions of the CVT. Peterson & Kerin (1983:296)
refer to Anderson and Scott's research on store image which
concluded that frequent patrons and infrequent patrons
differ only in how favourable their image of a particular
store is. Peterson & Kerrin state explicitly (1983: 296)
that "store image dimensions should be logically consistent
with store choi~e criteria ... ".
There has been a fair deal of research about the role of
store image in store choice, and there is empirical evidence
that store image influences store choice. (Peterson & Kerin
(1983:296) cites the work of Tilman, Anderson, Scot, and
Lessig in this regard.) Peterson & Kerin observe (1983:299)
that the limited practical success of the promising concept
of store image can be attributed to definitional discord;
and in fact (p294-295) list seven definitions of image which
apparently have little in common. Kunkel & Berry's
definition refers to 'associations' (p294) and Lindquist's
definition refers to factors which the consumer 'perceives'.
Both these concepts are central to Sheth et aI's definitions
of the various values (1991:18-22). We will ignore
reference to product, brand, store or centre, and focus on a
generic definition.] Image is then defined as those
combinations of perceived values associated with the
alternative which constitutes a subjective cognitive
framework which drives market choice. This definition
suggests that perceived image is underdetermined by
consumption values.
Woodside & Trappey (1992:61-62) do, however, note that
despite the vast literature on store image and positioning,
the theoretical and practical implications are rather
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disappointing, and citing Rosenbloom (1983) also recognise
that evidence of the link between store image and store
patronage is rather tenuous. Woodside postulates that this
can be addressed by searching for "valid and reliable
intermediate criteria measures of store choice" (1992:62).
This researcher is in agreement with this, but his solution
is to identify attitude-accessibility as the moderating
varlable. between store image and store choice. Attitudes,
however, are determined by values (Clawson & Vinson
1981:310), so values are more fundamental to choice than
attitudes, and hence are better predictors of choice
behaviour.
4.3. THE VALUE CONSTRUCT
The value construct is central to this project, and it is
important to understand exactly what is meant by it
especially since there are conflicting views, as well as
cornman misconceptions with regard to its meaning. Rokeach
(1968, 1973) is the undisputed pioneer of research into
human values, and his approach is the preferred one.
4.3.1 The concept of values
Clawson & Vinson (1981:306) state that it is "one of the
most curious anomalies in the field of consumer research has
been the lack of attention devoted to human values. This is
particularly paradoxical considering 'that most serious
students of human behaviour have argued for centuries that
values play an important role in personal, social and
cultural activity".
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Sheth et aI's 1991 model goes a long way towards responding
to Clawson & Vinson's (1981:306) indictment that marketing
practitioners understand the value construct, and have been
using it especially in advertising which often appeals to
human values; whereas academics have largely ignored it.
Michman (1991) is one of those authors who loosely equates
values and lifestyles, an approach that does not withstand
scientific scrutiny. One must be particularly careful not to
confuse product-, brand-,or centre attributes with values,
and neither must human values be confused with market value
(as in economic theory) .
There are a number of issues with regard to values which can
(and have been) debated. [The study of values is referred to
as axiology.] Questions often asked include:
- Are values subjective or objective ?
- Is there a hierarchy of values ?
- Are values relative ?
- What is the relationship between values and psychological
constructs such as motivation and attitude ?
It is not necessary to answer these questions fully in this
study, since the consumption value model proposed by Sheth
et al (1991) is not a process model, and it would be
sufficient to define the concept clearly.
Pitts and Woodside (1991:91) offer a brief definition of
personal values as being "those closely held abstract
beliefs central to the individual's belief system". After an
extensive review, Clawson & Vinson (1981:312-314) have
identified the following eight elements which describe and
define values:
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• A consumer value is a belief.
• A consumer value is person centred.
• A consumer value is perceived to have a positive
underlying worth.
• It has present and/or eventual usefulness.
• A value is enduring.
• A consumer value is widely held by many members of a
sub-culture.
• A consumer value acts as a standard/criterion which
guides behaviour.
• Values are derived from, and modified through personal, .
social and cultural learning.
Although Sheth et al (1991) do not explicitly state so,
consumption values constitute a particular subset of
general consumer values, as consumption values refer
specifically to the perceived utility required by an
alternative being considered by the consumer. Consumer
behaviour is also concerned with (for instance) post-
purchase behaviour, and other values may playa role there.
If the works of Hebding & Glick (1976), Sherry (1986),
Clawson & Vinson (1981) and McCracken (1990) are
synthesized, a fair conclusion is that culture, values and
consumption culture have a hierarchical arrangement. That
is; a culture consists of (amongst other things) a value
constellation, and a specific galaxY'of values (the CVT's
five values) constitute a person's consumption culture.
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In summary one can then define (consumption) values as
those closely held beliefs that consumers have with regard
to a specific choice alternative. But this definition is by
no means universally accepted.
4.3.2 Definitional discord
The theoretical·and definitional dilemma is:
Are the values conceptualised by the CVT's values merely the
type of perceived utility provided by an alternative and
something inherent to the alternative (external
perspective), or are they instrumental values (abstract
beliefs), inherent to the consumer (internal perspective)
which guide market choice?
Numerous readings of Sheth et aI's (1991) explication did
not resolve this issue, and one of the authors (Newman) was
approached. He advised this researcher to 'make your own
adaptation'. In this the definition and usage of the value
construct as postulated by Rokeach (1973:5) and Pitts &
Woodside (1991:92) is accepted (internal perspective).
Rokeach (1973:4) states that it is important from the outset
to decide ~whether a systematic study of values will turn
out to be more fruitful if it focuses on the values that
people are said to have or on the values that objects are
said to have. This problem also applies to the CVT. How is
the word 'values' as defined by Shetn et al (1991) in the
consumption value theory used?
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The external perspective
Although Pitts & Woodside (1991:92) ascribe to the CVT
. values the status of instrumental values, Sheth et al (1991)
do not do so themselves. A careful look at Sheth et aI's
definitions of the types of value is required. The first
sentence in the definitions of these values provides a clue
, as they all include reference to 'perceived utility ...
acquired by an alternative ... '. This means that every
alternative available to the consumer/shopper; whether it be
brand, product or shopping destination, is perceived to have
some value or utility or worth, and it is the consumer's
perception of this utility that determines the outcome in a
particular market choice.
A similar perspective on the value construct is offered by
Babin et al (1994). Citing the review of literature
(1994:645) done by Zeithaml in 1988, four different
definitions of value are made:
* Value is price
* What I get for what I give
* Price-Quality trade-off
* All factors that make up the shopping experience
From the above it can be seen that value is construed as
something external to the consumer, something that can be
had, bought, lost or traded.
This is the opposite of the value construct as defined by
Walker & Olson (1991), and the CVT's·definition of values is
somewhat ambiguous.
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The internal perspective
Values ,in the classical sense, " are our most abstract
beliefs ... (and) ... elements of the core self" (Walker &
Olson 1991:112). Sheth et aI's definitions (Sheth et aI,
1991:18-20) refer to the choice alternatives acquiring some
kind of value. This seems to refer more to the choice
alternative (external to the self); whereas values are
elements of the core self!
Rokeach's (1973:5) definition of the value construct is
"A value is an enduring belief that a specific mode of
conduct or end-state of existence is personally or socially
preferable to an opposite or converse mode of conduct or
state of existence H • The view that values are central human
beliefs (internal perspective) is the one adopted in this
thesis.
Chisna11 (1985:288) citing Taylor states that 'marked shifts
in values' have occurred. Values are defined as "end-states,
viz. ways of life and patterns of behaviour". Similarly
Sheth et aI's concept must also not be narrowly interpreted
as being similar to morals or norms, but rather as a meta-
construct that determines behaviour. Further motivation for
adopting this perspective is found in the following
paragraph (4.3.3).
4 .3.3. The value system: number and structure of values
Milton Rokeach (1973)
criticised (Clawson &
greater number. Sheth
identified 36 values in all, but is
Vinson 1981:310) for not identifying a
et aI's (1991) five values might seem
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an oversimplification of reality, but one cannot argue with
a predictive validity of 97% (Sheth et aI, 1991:131) being
the norm rather than the exception. As suggested by the
diagram, consumer values are conceptually distinct from
personal values.
Figure 4.1
The value system
Human values core
Personal values = first outer ring
Consumer values = second ring,
which include consumption values as
a subset.
The above-mentioned definition is somewhat simplified, and
it is necessary, however, to clarify some of the
definitional problems of the value concept. Gutman
(1990:153) does, however, recognise that "relatively few
values act as arbiters of choice in many consumer choice
situations". Rokeach (1973) identifies two types of values.
Instrumental values refer to a mode of conduct, and terminal
values refer to an end-state of existence. Pitts & Woodside
(1991) defines Sheth et aI's values as being instrumental
values specifically. This classification is not without its
problems, since Rokeach (1973:8) mentions the two kinds of
instrumental values as being moral values and competence
values. Neither of these two sub-categories fits the CVT's
value constructs. On the other hand, the two sub-categories
of the terminal values (Rokeach, 1973:7) are personal and
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social values. This sub-classification is much closer to the
CVT's conceptualization of the value construct. If the
CVT's value constructs are in fact viewed as sub-classes of
terminal values (like the two identi£ied above), then a new
picture emerges. That is; the five value constructs
identified by Sheth et al (1991) can be seen as a further
refinement of Rokeach's (1973) two classes of terminal
values. Terminal values can then be divided into five
classes (or categories) of values: functional, social,
emotional, epistemic and conditional 'values. There may be
more, but these five value classes have already been proven
to substantially explain consumer choice. (See figure 4.1).
Grubb & Grathwohl (1969:70) state that a consumer's self-
concept is of value to him. In fact, the self-concept can be
viewed as a value constellation. That is, the self-concept
is constituted out of sets or groups of values. Your closely
held belief system is who you are. (You are what you
believe. )
Cook & Walters (1991:63) state unequivocally that \\a basic
input into life-style and socio-cultural research is the
broad but basic values shared by the target group because it
is these that form a foundation for all aspects of
behaviour". They continue by citing Mithcell's succinct
description (1983) which suggests that values are defined as
the entire constellation of a person's attitudes, beliefs,
opinions, hopes, fears, prejudices, needs, desires, and
aspirations that (taken together) govern how one behaves and
which finds holistic expression in a lifestyle.
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4.4. THE NATURE OF MARKET CHOICE
The CVT concentrates on three decisions; buy/not buy,
product, and brand; and proposes that the five values will
determine those decisions. It is postulated that these same
values will also determine the market choice of shopping
centre patronage; that is where the consumer chooses to
shop, and not m~rely 'what' they buy.
This study must surely be replicated for all the
'consumption choices' if it is to be widely adopted. Other
researchers have made reference to lack of research into the
decision types. One exception is Monroe & Guiltinan
(1975:19) who recognised the fact that there is an ignorance
of the ~interdependence of store choice, product choice, and
brand choice processes ... ". They then propose a path-
analytical model of retail patronage. Their model (1975:21)
suggests that store choice precedes product and brand
purchase, which is a debatable issue, and in the figure
represented in this research, the choices are not uni-
directional. What is important is that the patronage
decision is closely related to the brand and product choice
decision.
Ten years later, Kau & Ehrenberg (1984:399) still have cause
to lament the paucity of research in this area when saying
that ~the way consumers choose between different stores has
not been studied as much as brand choice". They then make
the statement (p199) that ~store choice is like brand
choice", which suggests that all work done on brand choice
·can be used as is for store choice. This is the underlying
assumption of this particular project.
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stoltman et al (1990:196) summarise the work done by
Bucklin, Lusch and Pessemier by identifying six generic
choices: "product brand, shopping area, store type,
store, ... non-store". Stoltman et al also recognise
(1990:196) that "there has been little research attention
devoted to the study of the relationship between product and
outlet choice processes". This research (albeit not focused
on the process)~ will contribute towards the understa~ding
of the inter-connectedness of market choice. Such an
integrated approach should be followed by marketing
academics, because brand managers are exclusively concerned
with brand choice, and the retailer exclusively with store
choice (Stoltman et aI, 1990:199).
Bloch et al (1994:24) also stress the distinction between
the store and the mall as the unit of analysis. This is
important, since "the mall has transcended its initial role
as economic entity... has played a central role in the
suburbanization of America... (Bloch, 1994: 24) .
Uncles & Ehrenberg (in Wrigley (ed), 1988:293) also
recognise the importance of distinguishing between the types
of decisions as a matter of practical and theoretical
significance, because the decision that is made first
(brand, store, destination) will determine the relative
importance of the others.
Mason (1991:152) states that "consumers make decisions about
stores at which to shop after deciding to shop downtown or
at a shopping centre •• ". This statement implies that the
consumer makes the consumption decision sequentially, and
that type of shopping destination is considered before type
of store OR a specific retailer. This illustrates that the
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location choice (made by the retailer) should not be limited
to a geographic dimension only, but also very specifically
the type of shopping destination.
Michman (1991:136-137) diagrammatically represents the
lifestyle influence on consumer decision-making, and
propo$es that product decisions precede brand and store
choice - which occur simultaneously. His model does not
explain unplann~d- or impulse purchases, so the suggested
sequence cannot be correct.
Cobb & Hoyer (1986) identified three types of shoppers,
planners, partial planners and impulse buyers (p407); which
in essence represent a continuum in terms of the planning
dimension. This suggest the accuracy of an interactive
choice set as illustrated in the diagram, since each type of
shopper behaviour can be explained in terms of the sequence
in which they make the buying decision. The impulse buyer ,
for example, first decides not to buy, then decides on the
store, then chooses a product; whereas the planner may
decide on product needed, shopping destination and store and
then brand.
Having discussed the value construct in general (par. 4.3),
-and the consumption value theory's constructs in particular
(par. 3.2.6), it is now necessary to consider whether those
five values proposed by Sheth et al (1991) 'are indeed
sufficient, and the only value constructs relevant to market
choice.
4.5. THE SIGNIFICATIVE VALUE CONSTRUCT
The conceptualisation of this sixth value was not a planned
outcome of this project, but its existence emerged slowly.
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"One of the traditionally unfortunate deficiencies of formal
marketing lies in its reluctance to deal with the less
tangible realms of explanations of human behaviour ... and
marketers tend to resist areas of understanding that have to
do with sYmbols, myths, legends, arbitrary belief and
fantasy" (Levy 1978:42). The addition of a sixth variable
(to Sheth et aI's five) goes some way towards recognising
this fact.
4.5.1 The sixth value
The sixth value is a particularly exciting contribution of
this research. Whilst scanning sociological texts, and
particular Shields' (1992) treatment of- the subject of
consumption, the existence of a sixth variable became clear.
It might be argued that the significative/sYmbolic nature of
shopping and buying might easily be subsumed into the social
value construct. The social value construct is defined
(Sheth et aI, 1991:18) as the perceived utility acquired by
an alternative through its association with demographic,
socioeconomic and cultural-ethnic groups. The significative
value refers to the potential shopping and consuming has to
define the self, without reference to a social group, but
-with reference to an idealised end-state. Ferguson (cited in
Shields, 1992:27-28) describes it as follows: "The 'self'
which exists potentially within us .•. becomes actual through
the process of consumption ... Desire spontaneously moves
outward. An image of the self is projected into the world ...
It endows the world of objects with their psychological
tone". That is it signifies the world, and the shopper
interacts with the world thus signified and is transformed
by that interaction. This transformation is not relative to
a social group, but exists per se; and as such shopping can
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be described as an existentialist experience. Although Sheth
et al (1991:24) include 'symbolic value' into the social
value construct, this researcher believes that it is a
significantly different construct, and warrants being
studied and identified as a separate construct.
Clammer (Shields, 1992:206) refers to the importance of
packaging and wrapping in Japanese society and the 'cluster
of symbolic meanings' attached to objects. Western society
may be more materially (and less spiritually inclined) but
. our ignorance of the symbolic (significative) nature of
objects and places does not mean that they do not have those
values. To illustrate, the Japanese yuppies are described
by Clammer (Shields, 1992:208) as a group which consider
themselves as "sophisticated consumers, for whom consumption
is a way of life". This would be an example of the social
value construct as defined by Sheth et al (1991). The rate
at which Japanese consumers discard items which are
perceived to be old is related to a deep-seated cultural
attitude towards purity (Clammer in Shields, 1992:209) which
is more related to the significative aspects of the objects
itself, than the behaviour of certain groups. This peculiar
(according to western norms) act of disconsumption defines
the self as being pure, and is a very individualistic
behaviour; although the importance attached to the notion of
purity may be cultural in origin.
But it is certainly not only products or objects which are
imbued with symbolic value. The following quotation from
Brown citing other authors' research into similar factors
which can only be referred to as a philosophical value are
repeated here at length, not only because he writes so
succinctly, but also because practical considerations
prevented this researcher from obtaining all the original
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reference works. ~As places, through time, become intimately
associated with life's events, they come to represent
symbols of experience gained, part of a person's past, part
of themselves (Tuan, 1974; Relph, 1976; Buttimer, 1980).
Indeed, Smith (1973) and Woodward (1982), drawing upon
Jung's (1964) concept of the 'collective unconsciousness',
maintain that the reason man inculcates bricks and mortar
with meaning is embedded in the non-verbal language of the
brain. It is an 'in-built human trait, an ancient 'primordial
response', read by the limbic brain through its primitive
optic system. Be that as it may. . (i t) •. has considerable
relevance to the study of retail location .. ".
Brown 1992a:153-160) argues the case of the city centre (as
a shopping node) referred to as being ~ ... redolent with
deep symbolic significance", whereas the shopping centre is
'placelessness personified'. Though this maya tempting
generalisation, it is not true and Brown also exposes the
myth, stating that (1992:157-8) ~the distinction between
sterile shopping centres and symbolic city centres is a
caricature in itself". Although there is an undeniable
similarity between (especially regional) shopping centres
allover the world, this does not signify 'placelessness' ,
but rather the advent of the global village.
O'Brien & Harris (1991:27) make the point that membership of
an urban society also means risking your dependence on the
system. This interdependence means that we are all
stakeholders in the system and that such urban systems
signify the cumulative achievement of the society. ( Thus
.window-shopping may be a manifestation of proprietary
,
behaviour towards the system.) In fact, Bloch et al
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(1994:23) titled their research article The shopping mall as
consumer habitat.
Furthermore, Shields (1992: 4) states "...the mall forms the
centre of an urban constellation and a social community is
born which appropriates the mall as a surrogate town square...
but these benefits are quickly outstripped by the symbolic
and social value of the mall as a site of communication and
interaction". Shields (1992:27) states bluntly that "there
lay in every want the aching need for self expression".
Other authors echo these sentiments. Clammer in Shields
(1992:195) observes that "shopping is not merely the
acquisition of things: it is the buying of identity", and
also (1992:203) that "shopping... is a kind of self-
discovery".
The symbolic value of goods as a concept is nothing new, as
during the 1970's while the marketing concept was still
being formulated, Bagozzi (1975, cited in Enis & Cox (eds),
1988:68) noted the existence of symbolic exchange, and
refers to Levy's observation that market place behaviour is
becoming increasingly symbolic.
Wright, Claiborne & Sirgy (1992) also formulated an
integrated model of symbolism and self-concept, but its
construct "Consumer Factors" strangely neglects values as a
specific dimension.
4.5.2 Culture and Values
The significative value construct is thus rooted in our
cultural heritage, and it is important to understand what is
meant by that term.
120
Grant McCracken's theoretical account of the structure and
movement of cultural meaning of consumer goods (cited in
Peter and Olson 1994:342) quite clearly indicates a two-way
flow between the cultural meaning in the social and physical
environment, and the cultural meaning in products and
services. This 'flow' is carried from environment to
product (and vice versa) by means of marketing strategies,
fashion systems. and other institutions. Presumably the
shopping centre is one of such 'other institutions' which
could be a purveyor of cultural meaning.
A classic definition of culture in the true sense of the
word as it refers to society, is that of E.B. Taylor (cited
in Hebding and Glick, 1976:58) which states that "culture is
that complex whole which includes knowledge, beliefs, art,
morals, law, custom, and any other capabilities and habits
acquired by man as a member of society".
The most relevant words in the definition are 'custom' and
'habits' which are conceivably important components of
shopping behaviour in general, and shopping centre patronage
in particular; since culture refers to learned behaviour.
Hebding and Glick (1976:58) also cite Kluckhohn's more
contemporary definition of culture as being "a historically
derived system of explicit and implicit designs for living
which tend to be shared by all or a specifically designated
members of a group or a society". W~thin this context this
research project assesses whether choice of centre type is
influenced by the cultural perspective of patrons; because
shopping centres, as modern urban phenomena, are certainly
'explicit designs for living'.
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other statements about the nature of culture made by
Hebding & Glick (1976) are: culture is learned (p68),
shared (p69), it is what is expected of us (p73), and is
a way of life (p74).
The renowned sociologist Ralph Linton (Hebding & Glick,
1976:80) stated that every culture has ~universals,
alternatives, a~d specialities". There is an interesting
parallel with the classification of merchandise (and
shopping centres) where we find convenience goods
(universal), comparison goods (alternatives) and speciality
goods (specialities).
Sherry (1986) citing the Williams taxonomy of culture,
identifies three dimensions; archaic, residual and emergent
culture. It is this latter dimension that is important for
consumer behaviour, since the dynamic dimension is the
emergent culture which ~consists of existing (as well as
continually created) expectations, values, and interactions"
(1986:573). Values are thus central to the concept of
culture, and is ultimately formed by culture, as well as
forming culture:
In an article (Thompson et aI, 1994) on the hermeneutic
approach (methodology) to consumer research, reference is
made to this symbolic/ significative value,' albeit in the
context of interpretation of qualitative data. Thompson et
al (1994) refers to 'product symbolism' (p432), different
events (like shopping?) or images are likely to be
'symbolically important' (p435), 'symbolic link' (p440),
'symbolic metaphors' (p446).
122
Levy (1978:54) states that ~objects in the market have
meaning and are part of the meanings in people's entire life
patterns. They reflect_.(a) kind(s) of inner life~".
The role played by shopping destination is also further
accentuated by the concept of a 'consumption fantasy'. Levy
(1978:72) says that ~part of the frenzy of the consumption
fantasy is that it has to take some form, and people want ~t
to have a well-~omposed form. However, for consumption to
have a pleasing and harmonious pattern requires an
integrated way of life, a sense of living in a manner that
satisfies a personal system of values". Levy (1978:73) also
makes the point that such harmony and satisfaction is not
easy to find, and shopping centres (could) exploit people's
need to habituate and integrate their shopping patterns, and
hence life patterns.
Martineau argued strongly as far back as 1957 that 'product
or brand image is a sYmbol of the buyer's personality'
(cited in Grubb & Grathwohl, 1969).
Grubb & Grathwohl (1969:68) unequivocally state that "a
prime example of symbolic classification and consumer
behaviour is fashion"(emphasis added). Not only is the
entire concept of fashion underpinned by its sYmbolic value,
all brands and product images are attempts at creating some
sort of symbolic value· .
The question may be asked whether the inclusion of a sixth
variable in the CVT can be warranted, since the concept of
As an aside, it is interesting to consider whether different cultures perhaps attribute
different significative values to the shopping centre. It can be hypothesized that the
African culture may see the shopping centre as corr~unal property and an extension of the
village (affiliation), whereas western culture may see the shopping centre as a syrrbol of
achievement which does not necessarily belong to a specific group or corrmunity but
represents the aChievements of the western way.
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culture can be construed to be somewhat similar or allied to
that of Sheth's social value. The basis of the arguments
for the distinction between 'social' and 'cultural' is based
on Hebding and Glick's (1976:65-69) treatment of the
subject.
An important distinction made is that culture is a uniquely
human concept whereas social behaviour manifests itself also
in the animal kingdom; but this is of little relevance to
the consumer perspective.
Culture is essentially a broader concept than social values,
since social values refer to the interaction between people
or groups of people, and culture includes all forms of
learned behaviour - including private behaviours. Culture
relies heavily on symbols as the foundation of culture, and
man's interaction with those symbols is equally important;
since shopping centres are cultural artefacts which occupy a
great deal of time and space in the lifestyle of the
urbanite. Cultural aspects then include aspects of human
behaviour over and above social interaction, and could
conceivably influence choice of shopping destination. An
example would be norms, values, habits, material orientation
and so forth. These variables or components all constitute a
sixth 'value'; as it is believed that they influence the
consumption decision substantially, and most importantly,
differently from the social value concept.
Consumer behaviour theorists (Schiffman, 1991, Harrel, 1986,
Mellot, 1984) generally recognise that the consumer decision
making process is influenced by two categories of
influences, which are internal (attitude, personality,
learning, motivation etc.) and external (culture and
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social). The CVT postulates that the consumption decision is
influenced (external) by the perceived utility acquired by
an alternative (= value). Whilst Sheth et al (1991)
recognise the importance of the social values, that is; Uthe
perceived utility acquired by an alternative as a result of
its association with one or more social groups" (1991:19);
the model does not include the broader cultural aspects.
For instance, shopping at a particular store or buying a
particular product may be more a manifestation of manhood/
womanhood (significative value) over and above the perceived
opinion of a peer group (social value).
4 • 6. REVIEW OF PATRONAGE RESEARCH
4.6.1 Introduction
The approach adopted in this section is to successively
review every past research project that could be traced in
academic journals which refer (directly or inferentially) to
possible reasons for going shopping. Indirect or inferred
references are, for instance, where studies refer to shopper
types or shopping strategies from which 'reasons for
shopping' can be inferred.
The majority of the research into store attributes,
patronage determinants, reasons for shopping and the like,
identify multiple variables. For this reason it is not
possible to subsume every past research project's findings
into one and only one of the values df the CVT. That is,
normally a host of reasons is identified by every
researcher, and each variable might fit into a different
value construct. Instead of repeating the details of every
finding for every value, a table which cross-tabulates
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research findings and value constructs is compiled in
summary at the beginning of Chapter five.
When reading this section, it must be borne in mind that
such constructs as needs, image dimensions, attributes and
determinants are all subsumed into the value constructs
according to the CVT. The actual reading will in all
likelihood be quite difficult, because the research findings
being reviewed ~re not strung together in a running
commentary, because that will make for a great deal of
repetition, and it will serve" no practical purpose. A
convenient option would have been to summarise all the
research sequentially per value domain. This is, however,
not feasible because the majority of findings refer to
multiple variables, and it is impractical to duplicate every
finding for every value construct.
It must also be noted that the use of retail store selection
criteria cannot be equated with shopping centre selection
without careful consideration. The 1977 study of Gentry and
Burns (p84) found that "some dimensions did not translate
well from the context of a single retail store to the
shopping area context_". The advice of Gentry & Burns is
well heeded.
Some references to the significative value construct will
also be made in this section, but the majority of evidence
relating to that variable is contained in the previous
paragraph.
The findings of the researcher(s) are simply quoted in
alphabetical order, and the relevant value construct is
referred in bold and/or in brackets; e.g: (functional).
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An asterisk sign (*) is used to denote that a particular
construct can not be subsumed into the model, usually
because of its specific relevance only to store choice.
4.6.2 Literature review
Achabal (1983:378) refers to- Arnold et al who have found
that the following factors determine selection of women's
fashion clothing outlets:
- location (functional)
- convenience (functional)
- prices (functional)
- assortment; (functional)
Since the study is based on 12 proprietary studies, the
original studies are not available and cannot be evaluated.
It is hard to believe that social/emotional values play no
part in the selection of fashion clothing and its stores.
Achabal maintains that dimensions such as location and
convenience reflect the consumer's temporal perspective, and
rightly states that further analysis is required and
eventually (1983:381) adds the constructs of access and
waiting time to driving time. Locational (functional)
convenience as measured by driving time is a functional
value; but waiting time (conditionalr and ease of access
.(conditional) are both considered to be conditional values,
as they represent certain (pre-) conditions whose existence
influence the consumers' willingness to patronise a centre
or not.
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Alexander (1992:3-4) states that ~access is critical for all
types of shopping centers .. (because) .. modern shoppers value
convenience" (functional) . And hand in hand with access (and
hence convenience) is parking. Alexander (1992:42) states
that "parking is one criterion a shopper considers in
deciding where to shop".
Alexander (1992:113) recognises that conditions vary £or
optimal shopping conditions and states that "holidays bring
out people's charitable instincts" and then goes on to
explain how shopping centres should exploit this condition.
When a consumer perceives a discrepancy between the actual
situation and an ideal situation, it is said that a problem
is recognised. Anderson (1993: 233-4) explains the factors
that influence the consumer's 'desired state' as being
reference groups (social value), novelty seeking (epistemic
value) and thinking.
Bloch, Ridgway & Dawson (1994) conducted a comprehensive
investigation into the mall as a consumer habitat. Besides
identifying four clusters of mall behaviour, they also
identified six consumption benefits Which are defined as
"the perceived benefits that motivate consumer presence in
mall habitats" (Bloch et aI, 1994:34). These factors are
integrated into the CVT as follows:
Aesthetics (emotional value)
Escape (emotional value)
Exploration (epistemic value)
Epistemic (epistemic value)
Flow (emotional value)
Social (social value)
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(It must be noted that these benefits do not pertain to the
actual acquisition and/or consumption of products or
services, since the mall per se does not provide that
option, but the individual stores do.) Earlier reference
was made to the validity of the functional value construct,
and whether the perceived functional value of an alternative
does not contain other, underlying value constructs.
Functional value. constructs are noticeably absent from Bloch
et aI's (1994) taxonomy. With specific reference to
patronage research and in the context of the means-end model
(Walker & Olson, 1990), functional value constructs may
actually be re-defined as being either concrete- or abstract
attributes of the 'product', or interpreted as one of the
other values identified in the CVT, e.g:
Convenience - Abstract attribute
Parking - Concrete attribute
Safe - Abstract attribute
Price - Only relevant to product choice
Costs - Emotional value (shows I am smart)
In his analysis of the determinant attributes of shopping
centre patronage as opposed to downtown shopping, Bearden
(1977:19) identifies four significant factors:
atmosphere (social)
location (functional)
parking facilities (functional)
frienqliness of the sales people (emotional)
Buttle (1992:349-367) did a modified replication of Tauber's
seminal work. The author rightly states that the modern
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'America is not the same as that of the 70's, and also
criticises Tauber's assumptions and positivist approach.
Buttle adopts a constructionist approach, which, in the
context of this particular study, primarily means a
difference of opinion on the construct of 'motive'. Buttle
(1992:352) states it as follows: "Motives are not
internalised and hidden, but acted and expressed".
The merits of th~ two approaches are not relevant to this
discussion, ~xcept to note Buttle's(1992:350)
constructionist definition of motives: "Motives are accounts
of some contextualised act, expressed in terms of
prefigurative or practical logical force". The constructs
of 'motives', 'prefigurative forces' or 'consumption
values', differ semantically but are in essence explanations
which are offered as the drivers/ determinants of shopping
behaviour. Buttle's main conclusion (1992:357) is that
'shopping motives are contextualised and that people do not
have a general orientation towards shopping. This is in
agreement with Sheth et aI's (1991) premise that the values
make 'differential contributions' (pl0). Buttle
corroborates that by explaining the contexts in which these
values will vary or make the differential contribution.
Buttle identified a taxonomy of six context markers
according to which the prefigurative forces varied; viz:
life-script, lifestyle, episode, relationships, gender and
location. Statements from the description of shopping
motives in these various contexts (Buttle, 1992:358-366) are
quoted below, and simultaneously integrated into the CVT
model.
'shopping is a significant scene ••. (identifying) .. a
me-ness'= (significative)
(epistemic)
(epistemic)
(emotional)
(epistemic)
(emotional)
(functional)
(emotional)
(social)
(social)
(social)
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'that will be fun shopping' = (emotional)
'opportunity for self-expression' = (significative)
, fantasy' (epistemic)
'break from routine' = (epistemic)
'an opportunity to share .. experience'= (social)
'on vacation we shop together and that makes it
different' = (conditional)
Chua (in Shields· 1992:117) sees ~shops as experimental
stages" (epistemic).
Darden & Dorsch (1990:301-302) summarised previous relevant
research conducted by Haley, Havlena, Holbrook,
Hirschman, and Alderson; and identified the following
motivations for shopping:
need information
cognitive benefits
emotional benefits
experiential benefits
sensory benefits
material benefits
pleasure
form of entertainment
experience a social situation
recreation
Darden & Perrault (1983:425) identify a number of life-style
measures which relate to outshoppers as a category of
consumers. outshoppers are said to have the following in
common: - fashion conscious (social)
- patronage innovators (epistemic)
- weight conscious (social)
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These dimensions could conceivably also drive choice of type
of shopping destination.
Research has also been conducted into so-called shopping
orientation as a predictor of shopping behaviour. Darden et
al (1983:327-328) constructed one such scale.
- Specials seeker (functional)
- Personalised shopper (social)
. - Enjoy shopping (emotional)
- Information seeker (epistemic)
- Energy-saver (functional)
- One-stop shopper (functional)
- Shopping innovator (epistemic)
- Self-confident shopper (emotional)
- Quality orientation (functional)
- Comfort seeker (emotional)
- Comparison shopper (epistemic)
- Time-saver (functional)
In a study about store avoidance, Dickson & MacLachlan
(1990) found that people avoid stores which are perceived to
appeal to a different social class (my kind of people =
social value); that is, the concept of social distance.
This supports the social value construct in patronage
research.
The role of emotions in shopping behaviour was researched by
Dawson et al (1990). They found that (p424) ~consumers with
strong product or experiential motives report the most
pleasure and arousal in the marketplace". This suggests
that the functional value (specific product need) and
epistemic value (to experience sights and sounds) are
strongly linked to emotional value.
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Citing other researchers of the emotion construct, Dawson et
al (1990:410) identify certain links between shopping and
emotion. Compulsive and impulsive buying is strongly related
to emotional states (Weinberg & Bottwald, 1982); and also a
strong relationship between emotional state and chronic,
repetitive buying (O'Guinn & Faber, 1989). T~is effectively
links the emotional value construct with conditional value;
since it may ~ppear more prevalent under certain
circumstances or conditions. Having said that, it is
important to notice that Dawson et al (1990,413) also state
that in the "midrange of motivational intensity, patronage
goals are less salient".
This implies that unless specific conditions prevail, or
unless the shopper exhibits compulsive behaviour, the
emotional value construct will be play a lesser role in the
patronage decision. It appears, however, as if retail
practitioners have recognised the need to emphasize the
emotional aspects of patronage; and Dawson et al (1990:411)
refer to the abiLity of dynamic, highly charged retail
environments (= emotional value) to 'create variability in
transient emotions'.
Engel et al (cited in Block and Roering, 1979: 476) identify
six criteria/ characteristics:
location- (functional value)
assortment- (functional value)
price (functional varue)
advertising and sales promotion - (*)
store personnel - (emotional value - not directly
but as creators of feelings such as feeling good,
relaxed, having fun etc.
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services - (functional value)
Gehrt et al (1991: 51) concluded that the choice of shopping
destination (store vs non-store) was influenced by what they
term the 'situation '(conditional) .
Ge~try & Burns (1978:75) lists 17 evaluative criteria for
shopping centre patronage, but the majority of these
criteria fall wi'thin the functional value construct, as
indicated below:
proximity to home
availability of parking
variety of products
cleanliness of stores
prices
traffic congestion
value for price
buildings and landscaping
store hours
free parking
quality of stores
variety of stores (all of above = functional)
The only other four criteria which may be construed
differently, are:
reputation of stores (social)
type of customers (social)
friendly sales personnel (emotional)
comparative shopping (conditional)
The emphasis on functionality by Gentry & Burns (1978) is
,questionable, since Moore & Mason (1969:63) concluded almost
a decade ago in a study investigating CBD and shopping
centre patronage, that "even the CBD's superior offerings
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are not sufficient to overcome differential social class
perceptions ... (and) it may be inferred that psychological or
'attitudinal differences of the residents are perhaps of more
importance".
Ghosh (1994:13) noted the role of atmospherics, and observed
that "by creating a shopping atmosphere that evokes pleasant
feelings, retailers can enhance the perceived value of what
they sell" (emotional).
Grossbart et aI's (1990) study into the responsiveness of
consumers to store atmospherics reveal the power of
atmospherics as an emotional tool to influence feelings of
shoppers
Kelly and Stephenson's (cited in Assael, 1992) pioneering
work(1967) identified 3S criteria for store selection.
Further factor analysis identified eight basic dimensions
(p632) .
General store characteristics (functional)
Physical characteristics (functional)
Convenience (functional)
Products offered (functional)
Prices charged (functional)
Store personnel (functional)
Advertising (*),
Friend's perceptions (social)
If one assumes that store attributes (values) are similar to
shopping centre attributes (values), and these dimensions
are incorporated into the values proposed by Sheth et al
(1991), there are only two values which influence choice of
centre (or store). This emphasis on the functionality of the
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alternative could be a sign of the times (1967), or a sign
of a narrow-minded preoccupation with the obvious, which
would explain why store-based retailers (and therefore
shopping centres) have been losing ground to non-store
retailers. Assael (1992:637) identifies three major trends
in the retail environment as being, "(1) time constraints,
(2) increasing consumer emphasis on quality and value, and
,(3) greater price consciousness." Assael (1992) postulates
that these trends have caused the shift away from store-
based retailing, which may be true, since virtual shopping
networks for instance have great epistemic value which may
be attractive to many consumers. This just emphasizes the
importance of identifying (and then capitalising) on the
other possible values which store-based retailers may have
over the non-store rivals.
Laaksonen (1993:56) develops a framework model for dynamic
patronage behaviour and the final element of store choice is
primarily influenced by four factors.
situation determined (conditional)
habit determined (emotional)
curiosity determined (epistemic)
conscious evaluation (functional)
Langman (in Shields, 1992:58) observes that "androgynous
teenaged mall-jammers .. go to the mall to kill time
(conditional) .. (and) many youths locate their communities of
peers", and also notes that (p58) " ...to be noticed.. provides
pleasurable emotional experiences" (emotional).
Langman in Shields (1992:57) comments that "the general
theme of this essay is that we are an 'amusement society'
and the mall is the place where it happens" (social).
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Lewison identifies ten dimensions of 'product, brand and
store evaluation' (1991:121), which includes 39 specific
criteria. It is interesting to note that Lewison does not
make a distinction between product/brand criteria and store
criteria.
Functional features
Aesthetic features
Service features
Psychological
Price
Place
Promotion
Compatibility
Appropriateness
Other
(functional)
(emotional)
(functional)
(*)
(functional)
(functional)
(*)
(functional)
(functional)
(*)
- (functional)
- (functional)
- (social)
- (functional)
- (functional)
- (*)
- (emotional)
- (*)
- (*)
service
clientele
physical facilities
convenience
promotion
store atmosphere
institutional factors
post-transactional factors
The seminal research by Lindquist in 1975 (cited in Hansen &
Deutscher, 1978:60; and also in Mellot, 1984: 709)
identifies the following image dimensions, based on the
integration of 19 previous studies:
merchandise
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Mellot (1984:729) also discusses 'salient retail attributes'
of store choice, but all those attributes are encompassed in
Lindquist's list.
Mattson (1982:46) found that situational attributes
(conditional values) of ~time pressure" and ~shopping for a
gift" influences the choice of store.
The following list of reasons to go shopping is cited in
Mason et al (1991:151):
children can betaken to such places (conditional)
best place to meet friends (social)
little walking required (functional)
relatively safe (conditional)
better store hours (functional)
wider selection of merchandise (functional)
controlled climate (functional)
keeping up with the latest trends in fashion
(epistemdc)
easy access (functional)
They also list reasons why consumers choose downtown stores:
better delivery service (functional)
more convenient transportation (functional)
the availability of non-shopping facilities such
as:
financial institutions (functional)
close to (place of) work (functional)
Mason et al (1983:344) used the 36 values originally
identified by Rokeach, and through factor analysis found
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- (emotional)
- (conditional)
- (emotional)
- (emotional)
- (emotional)
- (social)
- (epistemic)
personal gratification
maturity
social
mental
seven value constructs which directly or indirectly
influence retail patronage. Although the link between these
values and attribute importance and shopping orientation was
found to be tenuous at best, the subsequent research by
Sheth et al (1991) justifies the inclusion of these values
into the model:
personal tranquillity
idealism
attainment
Mason et al(1991:29) st~esses the social value construct in
patronage, by observing that umall s have become much more
than just places to shop. They have become places for people
to visit as centers of community life".
Nevin and Houston (1980:85) identify the following major
dimensions of retail shopping centre image - whereas
Lindquist's list referred to retail stores.
Quality of stores (functional)
Variety of stores (functional)
Merchandise quality (functional)
Product selection (functional)
Sales promotions *
Special Events & Exhibitions (epistemic)
Great place to spend (social)
a few hours
Layout of area
Parking facilities
(functional)
(functional)
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Availability of lunc~ (social)
and refreshments
Comfort areas (functional)
General price level (functional)
store personnel (functional)
Conservative market posture *
* The last item is not incorporated, since it is considered
to be a multiple value incorporating many of the above
factors.
Nixon (in Shields 1992:149) notes the importance of the
'spectacle' , that is the visual, the seeing and looking
which can be related to the epistemic value.
In an analysis of consumer protocols (statements made by
consumers) O'Shaugnessy (1987:46) infers a list of rules
which govern buyer behaviour. He identifies operative
reasons such as aspirational-level goals, wants and beliefs,
(social value) and also and auxiliary reasons such as
efficiency (functional) and social appropriateness
(social) .
In further analysis, O'Shaugnessy (1987:56) identifies
another decision type: 'choosing without deciding and choice
without decision'. The influencing factor is habit
(conditional); which in turn is influenced by effectiveness
and cost (functional values) and intrinsic appeal
(emotional) and social appropriateness (social).
O'Shaughnessy (1987:11) identifies two types of goals; life
goals (guiding/directive) which corresponds to the concept
of instrumental values, and social goals (social effects
sought) which correspond with the concept of terminal
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values. He then identifies three types of social goals
(which are described as 'value systems', (pl0) which are key
goals in buying: "It is said to signal to others the
consumer's rank, values, and preferred self-image"·. This is
subsumed by the sixth variable in the extended CVT model,
which may be termed significative value, and "mark social
occasions that are thought worthy of re-affirmation". This
is similar to the conditional value construct. And the
third goal identified is consumption in order to "increase
time for social involvement"; which refers to the functional
value of the alternative. This is certainly an interesting
thought since the CVT states that a product has functional
value per se, whereas O'Shaugnessy does not recognise the
functional value of an alternative as a desired end-state,
but only the underlying social implication. [Refer paragraph
3.4.2.J This does not, however, detract from the CVT model,
since a dishwasher is probably bought for both value
considerations, its ability to clean dishes and save time.
The CVT model's underlying axioms (Sheth et aI, 1991:7)
specify that multiple values can make independent,
differential contributions to the decision.
Shields (1992:47) observes that "the routines of everyday
life depend on commodified mass-marketing of goods and
images to provide emotional gratification to all consumers".
Shields (1992:5) also recognises factors such as : "Ease of
access, controlled climate, and reduced price based on
higher market volume are the functional attractions of the
mall". Shield (1992:99) also states that the" _ focus_(is)_
consumption as a form of social exchange...".
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O'Brien & Harris (1991:119) refers to 'habitual behaviour',
which is a conditional value dimension. O'Brien & Harris
(1991:120) 'also state that ~ .. each type of shopping has
become associated with particular types of location and
built environment". They then go on to identify the types of
shopping:
-Chore shopping (functional)
-Top-up shopping (functional)
-Research shopping and leisure or recreational
shopping (epistemic)
-Destination shopping (entertainment) (social)
-Hobby shopping (emotional)
-Lifestyle/statement shopping (significative)
The image dimensions found by Peterson & Kerin (1983:304)
are integrated into the CVT as follows:
Convenient - (functional)
Low prices - (functional)
Helpful employees - (emotional)
High-quality products (stores)- (functional)
Clean - (functional)
Easy to find items (layout) - (functional)
Modern - (conditional)
Fast checkout (access) - (functional)
Warm atmosphere - (emotional)
Large variety of merchandise - (functional)
Another old study of retail patronag~ (Stephenson, 1969:59)
also identified seven factors influencing choice of store:
advertising *
physical characteristics - (functional)
convenience - (functional)
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friends and store
merchandise selection
store personnel
prices charged
dependability of store
- (social)
- (functional)
- (emotional)
- (functional)
- (functional)
Schiffman & Sherman (1991:187) have established that the new
age elderly are strong on the value of 'seeking novel
experiences' (epistemic).
The comprehensive study by Tigert (1983) identified
determinants influencing choice of fashion and food chains.
It mostly replicates values already mentioned and identifies
only functional factors for the food stores. And for the
fashion stores all determinant attributes are also
functional except for exciting merchandise displays
(emotional) .
An often cited research project which attempted to determine
the reasons why people go shopping (as opposed to buying)
was done by Tauber (1972). He identified the following
reasons:
(significative)
(epistemic)
(emotional)
*
Self-gratification
Physical activity
Social Motives
Social experiences outside the home
(social)
Communication with others having a similar
interest
Personal Motives
Role playing
Diversion
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(social)
Peer group attraction
(social)
status and Authority
(emotional)
Pleasure of bargaining
(emotional)
It should be noted that the motives grouped under Tauber's
'social motives' heading are not all subsumed into the
social value construct of Sheth et al (1991), and that the
notion of going shopping in order to exercise , does not fit
any of the value constructs.
The epistemic value construct is also supported by the
substantial work done on innovation (ref Venkatraman, 1991,
Hirschman, 1981); because innovative shopper behaviour and
buying patterns are ground in the search for novelty and new
experiences by consumers.
4.7 CONCLUSION
In this chapter the consumption value paradigm was placed in
perspective with a detailed explication of the value
construct, as well as constructs related to values. The
problematic nature of the various definitions was discussed
in order to motivate the particular approach adopted for
this project.
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Next the significative value construct was introduced, and
its difference from the social value construct was
highlighted.
The literature review included the majority of seminal work
in this field. More than 2000 related article titles were
scanned, and the results of 33 significant research projects
from 1969 - 1994 were included . From this review two
important conclusions can be reached:
* This exercise clearly indicated that most variables which
have been found to influence store- and centre patronage,
can be subsumed in the five values of the CVT model.
* There is, however, another group of determinants which can
hypothetically influence patronage - and possibly also other
market choices, and can collectively be referred to as the
'significative value'.
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This chapter spells out the procedures followed in the
empirical research phase of this project. Particular emphasis
is placed on the laddering methodology, since that is the
basis of the _investigation.
From a meta-theoretical_ perspective, the objective of this
research is theory triangulation; which is described by Kimchi
et al (1991: 364) as "testing through research the competing
theories, rival hypotheses, or alternative explanations of the
same phenomenon". Although Sheth et aI's (1991) consumption
value theory was not intended as an alternative to Gutman's
(1982) means-end theory; both models address the phenomena of
consumption, and the central constructs of both models are
similar (personal values), which invites comparison and hence
also triangulation.
The methodology outlined in this chapter is a hybrid between
qualitative research (naturalistic paradigm) and a
quantitative research (positivistic paradigm) .
5.1. CENTRAL THEORETICAL STATEMENT
The overall supposition of this research is that the
categories of values identified in the CVT would serve to
categorise the instrumental and terminal values identified in
means-end chains, with specific reference to patronage values.
That is, the attributes and consequences of shopping
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destination choice will eventually lead to one or more of the
six value categories of the extended consumption value theory.
In essence this means:
-Functional value determines choice of shopping centre.
- Conditional value determines choice of shopping centre.
- Social value determines choice of shopping centre.
- Emotional valu~ determines choice of shopping centre.
- Epistemic value determines choice of shopping centre.
- Significative value determines choice of shopping centre.
5.2. THEORETICAL GROUNDIN~ OF PATRONAGE RESEARCH
Given the above central theoretical statements, the findings
of previous research conducted into patronage behaviour and
determinants of store- and centre choice, as discussed "in
chapter four, must be classified at the level of attribute,
consequence, or value (ACV)*. Table 5.1. is such a summary. It
is also simultaneously a summary review of the literature
search presented in Chapter four. In traditional qualitative
research, the literature study serves a control purpose, to
verify the findings of the data analysis phase. In this
instance the literature survey does, however, serve the dual
purpose of providing background to the problem as well as a
control purpose. Klenosky et al (1993:362) observes that
research into destination choice behaviour hps generally
resulted in the identification of factors which can be placed
* Means-end chains consist of the attributes-consequences-
values components. Due to the frequency of mention of these
Components/linkages are referred to as ACV -singular, and
ACV's - plural; or individually to the A-level or the A-C
level and so forth.
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along a continuum ranging from the concrete to the abstract.
The constructs of attributes, consequences and values (ACV)
represent just such" a continuum, and table 5.1. is an attempt
to allocate the findings of prior research along such a
continuum.
No researchers have actually identified specific values as
being direct determinants of destination choice, hence the
factors included in table 5.1. are classified as being at the
attribute-level, and the other at the higher order level. The
laddering methodology will be used to explore whether these
factors (at the A-C level) lead to the higher-order values
level in general, and specifically the six value categories
identified-by the extended CVT.
None of the findings apparently fall into the 'values' -
category, which supports the original contention that the
value construct is under-researched, at least as far patronage
behaviour is concerned.
The following table (5.1) excludes research (Darden et aI,
1987; Darden & Perrault, 1987, Gehrt, 1991) which either
define shopper types in general, or are specific to store
choice and cannot be interpreted in the general context of
shopping destination. The results contained in this table can
be used to generate the predictive measuring instrument
specified in the consumption value theory. After validation,
this model can then be used in patronage research to predict
patronage of shopping destinations. The instrument could be
constructed by deciding which of the determinants belong in
which values category. The construction and validation of such
an instrument is left to future researchers.
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The interested reader is referred to Sheth et al (1991) for a
detailed exposition of the construction of this instrument.
This research is limited to establishing whether those value
categories (identified by Sheth et al) are sufficient and
valid.
Table 5.1
Summary of determinants of shopping/ patronage
.convenience
price
assortment
waiting-time
ease of access
Alexander
Anderson
Bearden
Brown
1992 parking available
1993 reference groups
(peers)
1977 location
parking
friendliness of
sales staff
1992a
novelty seeking
atmosphere
part of me
sYmbolic
Buttle
Chua
Clammer (in
Shields)
Darden and
Dorsch
Darden and
Dorsch
(continued)
Dickson
Maclachlan
Dawson et al
1992
1992
1992
1990
1990
1990
1990
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significance
it's me
fun shopping
self expression
fantasy
break from routine
opportunity to
share the
experience
different on
vacation
experimental stage
way of life
defines who I am
need for
information
cognitive benefits
emotional benefits
experiential
benefits
sensory benefits
material benefits
pleasure
entertainment
experience a social
situation
recreation
my kind of people
specific product
Engel et al 1979
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need
experience sights
and sounds
location
assortment
price
store personnel
service
Gehrt
Gentry and
Burns
-1991 the situation
1978 proximity to home, comparative
shopping
Ghosh
Groshart
Kelly and
Stephenson
1994
1990
1992
variety of
products,
cleanliness of
store, prices,
traffic congestion,
value for price,
buildings and
landscapes, store
hours, free
parking,
advertising,
quality of stores,
variety of stores,
right shopping
atmosphere
store atmospherics
general store convenience
characteristics,
physical
characteristics,
products offered,
prices charged
Laaksonen
Langman
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store personnel
1993 situation
habit
curiosity
1992
friend's
perceptions
community of peers
kill time
to be noticed
place where it
happens
Lewison
Mattson
Mason et al
1991
1982
1991
functional features
aesthetic features
service features
psychological
criteria
price
place
better store hours
wide merchant
selection
controlled climate
time pressure
shopping for a gift
children can be
taken
'meet friends
little walking
relatively safe
154
better delivery
service
convenient
transportation
availability of
non-shopping
facility
Mason et al
Mellot,
Lindquist
1983
1975 merchandise
personal
tranquillity
idealism
attainment
personal
gratification
maturity
social
mental
service
Nevin and
Houston
clientele convenience
physical facilities
promotion
store atmosphere
institutional
factors
post-transactional
factors
1980 quality of stores
variety of stores
Nixon
O'Shaugnessy
Shields
O'Shaugnessy
1992
1987
1992
1989
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merchandise quality
product selection
sales promotion
special events and
exhibitions
layout of areas
parking facilities
availability of
lunch/refreshments
comfort areas
general price level
store personnel
controlled climate
reduced price
great place to
sp~nd a few hours
the spectacle
aspirations
efficiency
socially
appropriate
habit
effectiveness
cost
intrinsic appeal
ease of access
emotional
gratification
self discovery
self expression
signals my rank
O'Brien and
Harris
1991
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depends on type of
shopping:
- research
- top-up
- chore
- destination
(entertainment)
- hobby
habit
Peterson and
Kerrin
Stephenson
Tauber
lifestyle/statement
1983 Convenient, low
price, high quality
product, clean,
easy to find, fast
checkout &
large variety
helpful employees,
warm atmosphere
1969 physical
characteristics,
convenience,
merchandise
selection, prices
charged,
dependability
advertising
friends at the
store
store personnel
1969 role playing
diversion
self-gratification
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social experience
corrununicate with
similar others
Venkatraman 1991
peer group
attraction
status and
aut:hority
pleasure of
bargaining
innovatlve
5.3. THE QUALITATIVE RESEARCH PARADIGM
The two main schools of thought or research paradigms are the
quantitative approach (positivistic paradigm) and the
qualitative (naturalistic paradigm) approach. Both approaches
have their proponents and detractors, but ultimately the
research question determines what the correct approach is. The
naturalist research paradigm differs from the positivistic
paradigm on fundamental levels with regard to the underlying
assumptions of the two research traditions. These assumptions
are spelled out in the similarly named paragraph (par. 5.4).
An essay on the philosophical underpinnings of research
methodology is not required, but suffice it to say that both
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research traditions have an important role to play. Research
tends to follow a cyclical pattern of inductive and deductive
phases in the expansion of scientific knowledge (Huysamen,
1994:16). Whereas the positivist approach is more amenable to
the deductive cycle, the naturalist approach is more suitable
during the inductive cycle. The inductive cycle is
characterised by theory building and hypotheses, generation,
whereas the deductive cycle aims to test hypotheses
empirically. The nature of this project calls for in-depth
analysis of human values which will result in the
triangulation of two separate but related theories of consumer
_choice. The qualitative approach is therefor the most suitable
one. The chosen methodology (laddering) is, however, quite
unique in that it allows some quantification and statistical
manipulation, as is discussed in par. 5.3.2.
Although qualitative research does not incorporate rigorous
statistical calculations, it would be a misconception to
consider qualitative research as being without scientific
rigour. The issue of validity is an important one, and is
interpreted slightly differently in qualitative research
methodology.
The validity construct in quantitative research is mostly
substituted for the concept of trustworthiness in qualitative
research. Lincoln & Guba (1985:290) have identified four
criteria which serve to define the trustworthiness construct:
• Truth value (of the findings).
• Applicability (to other contexts) •
• Consistency (or replicability) •
• Neutrality (and objectivity of subjects and researchers) .
In conventional quantitative research these four criteria are
labelled as being internal validity, external validity,
reliability and obj ectivity .'
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This particular project does have a certain element of
quantitative research in its design. General hypotheses are
formulated under the title of a central theoretical statement
(see par. 5.1). That is, a certain research outcome is
hypothesised, but there is no statistical test for
significance of the findings. The results will be
sufficiently quantified (see par. 5.3.2)' to enable the data to
be graphically represented. The significance thereof is,
however, to some extent a matter of subjective judgement.
5.3.1. The limitations of quantitative research
Qualitative research is possibly less used in business-
oriented research because of the businessman's predilection
for quantitative analysis. The academic researcher, however,
should not shy away from this research paradigm because the
human being as an object of study is complex and there are
many aspects of the human condition that need not just
counting, but understanding (Kincheloe, 1991). That is, where
quantitative research is concerned with frequency, qualitative
research is concerned with the abstract dimensions which
cannot always be expressed in numbers.
Kincheloe (1991) emphasises that qualitative knowledge arises
when researchers endeavour to understand the meanings people
assign to phenomena. In the broadest sense, this is exactly
what this project sets out to do.
5.3.2. Transcending the traditiona! paradigm
This project does, however, cross, the boundaries between
qualitative and quantitative research, because of the unique
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method of analysis (laddering) proposed by the developers,
Gutman (1982) and Reynolds and Gutman (1988).
The output of the research analysis is a hierarchical value
map (HVM). This type of cognitive map, unlike the output from
traditional factor analysis or multidimensional scaling, is
structural in nature (Reynolds & Gutman 1988:12). The
developers also state (1988:19) that it is ~this crossing over
from the qualitative nature of the interviews to the
quantitative way of dealing with the information obtained .that
is one of the unique aspects of laddering and clearly the one
that that sets it apart from other qualitative methods". This
methodology then has the advantage that it permits an
understanding of the consumers' underlying personal
motivations (Reynolds & Gutman 1988:12), but in such a way
that it is simultaneously also meaningful for the
practitioner.
5.4. ASSUMPTIONS
The assumptions ~nderlying a particular research project
must be carefully and clearly stated, especially in the
qualitative context, since the researcher is to a large
extent also the measuring instrument.
5.4.1. Original assumptions
Sheth et al (1991:7) identify three axioms of their
theory of market choice :
1. Market choice is a function of multiple values.
2. These values make differential contributions in
any given choice situation.
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3. The values are independent.
As this study is an extension of the original, these same
fundamental propositions will underpin the usage of any
patronage values instrument that is created based on this
research.
5.4.2. Methodological assumptions.
The qualitative methodology followed, requires some
fundamental assumptions about the nature of research and its
role in nature to be made.
• Internal Validity
Unlike the positivist paradigm, the naturalist does not have
to assume a single tangible reality (Lincoln & Guba, I
1985:294). The fact that there are few/no controls effected,
and that randomisation is not effected, would only be a
shortcoming if this particular assumption was upheld. For
this project, the assumed reality is of a multiple set of
mental constructions (Lincoln & Guba, 1985:295). But since
these realities exist in the minds of human beings
(consumers), they are accessible (to some extent) by means of
the laddering interview. The naturalistic substitute for
internal validity is the credibility of the findings and
interpretations •
• External Validity
The naturalistic paradigm does not attempt to generalise its
findings specifically, but assumes that the findings can be
transferred to a new context, if that context is sUfficiently
similar. The researcher who wishes to gather empirical
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evidence also has the responsibility of ensuring applicability
by evaluating the new context for validity. The qualitative
researcher does not know in advance how the hypotheses will be
tested, and cannot control for its applicability in the
original research.
• Reliability
Conventionally, reliability is demonstrated by replication
(Lincoln & Guba,· 1985:298). As the focus of study is the human
being and its mental constructions, exact replication is
essentially impossible, but the same holds true for any other
empirical research. The naturalist hence assumes dependability
as a substitute criterion.
• Objectivity
The naturalistic enquirer accepts that objectivity can be
practised by an individual, and the assumption is that if data
is confirmable, it implies that the researcher was objective.
5.5. DEFINITIONS
Before proceeding with a detailed description of the
methodology applied in this research, it is necessary to
clearly define some frequently used terms; especially since
the methodology is still relatively new - especially in South
Africa.
• Hierarchical Value Map
A HVM* is a cognitive map that represents the consumers'
associations (linkages) across three levels of abstraction
[attributes--->consequences--->values]. The map is essentially
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a pyramid with many attributes, fewer consequences, and least
values which are perceived to be linked in a certain way in
the mind of the consumer. (Gengler, 1996).
• Means-end chain
A means-end chain is a choice heuristic with three levels of
abstraction (attributes--->consequences--->values), which
explains the sequence of how people choose. A choice
alternative is evaluated in terms of its attributes, then the
consequences (positive or negative) of those attributes, and
finally the desirability/undesirability of those consequences
are determined by the values associated with them. (Gengler,
1996) .
• Attribute
Attributes are those relative concrete meanings that represent
the physical or observable characteristics of an alternative.
(Klenosky et aI, 1993).
• Consequence
Consequences are more abstract and reflect the perceived
benefits/costs associated with an alternative. (Klenosky et
aI, 1993)
.• Values
Values are highly abstract, centrally held, enduring beliefs
or end states of existence. (Rokeach 1973,1978).
• Laddering
Laddering is an in-depth, individual interviewing technique
consisting of a series of directed probes typified by the
* The abbreviation for Hierarchical Value Map used is HVM.
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question : 'Why is that important to you?'; in order to
understand how consumers translate attributes into underlying
values. (Reynolds & Gutman 1988) .
5.6. SAMPLE DESIGN
5.6.1 Number and type of shopping centres.
The shopping centre industry is large enough to give the
researcher sufficient shopping destinations (in this instance
,shopping centres) to investigate. The limitations and limits
of this project are self-imposed, and not because a lack of
shopping centres. Implicit in that statement is the limited
generalisability of the findings of this project. That is, it
can only be assumed that if the hypotheses hold true for
shopping centres in South Africa, it can be assumed that the
same will apply in any country where the centre types (under
investigation) exist.
This project will focus on that portion of the typology of
centres categorised as 'planned centres', and specifically the
regional shopping centre. The reason for this is that the
visits to the (small) neighbourhood centre will almost always
be exclusively for type Q patronage; whereas the (large)
regional centres can accommodate both type Q and type R
patronage styles.
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Readers familiar with the geography of Gauteng province will
recognise some of the centres referred to by the interviewees,
as the number of regional centres is limited in the Gauteng
area. Since the purpose of this study is theory building, and
not hypothesis testing, it is not deemed necessary to
interview patrons of a wide range of shopping destinations,
but rather t? construct the, theory around a centre type that
has the potential to accommodate the widest variety of A-C-V
linkages. See f~gure 5.1 for the distribution patronage of the
shopping centres.
Figure 5.1
Distribution of patronage over shopping centre types
Centre Types Visited
Community
2
Regional
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The centres mentioned specifically.by the respondents are:
Regional centres
Northgate, Southgate, Westgate, Eastgate, Highgate, East Rand
Mall, Sandton City, Hillfox, Cresta and Menlyn Park.
Community centres
Heathway, Rosebank Mall, The Firs, Killarney Mall, Norwood
Hyper, Hyde Park, Faerie Glen Hyper and Brooklyn Mall.
5.6.2 Sampling of patrons (respondents)
In order to provide the reader with an·overview of the profile
of the sample of interviewees (respondents), the selection
procedure and various demographic criteria (such as age, sex,
race and occupation ) and other relevant criteria (such as
number of respondents and frequency of shopping centre visits)
which are applicable to this project, are discussed below.
Selection
As is usually the case with qualitative research, purposive
sampling is applied. That is: respondents are chosen on the
basis of meeting the needs of the research project.
Respondents were asked to refer the researcher to another
potential respondent (snowball sampling), one who is likely to
feel similarly about shopping, and one who is likely to fee~
differently. This was done to ensure a sample that is as
heterogeneous as possible. It is unlikely that mall
intercepts would have provided sufficient respondents, since
the duration of each interview is approximately 40 minutes,
and it is believed that very few patrons will grant such an
interview. The fairly personal nature of the responses also
dictated that the interviewees were willing and co-operative.
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Sex
Since more females do shopping an arbitrarily decided ratio
of 70% female to 30% male is deemed tolerable. This
researcher's personal observation was verified du~ing the
interviews that females still do the bulk of the shopping, so
-it can be safely assumed that patronage behaviour in general
follows a similar pattern. The ratio of male/female is the
only quota samp~ing criterion applied. Figure 5.2 illustrates
the ratio of males to females who participated in this
research.
Figure 5.2
Ratio of males to female in the sample
Sex of Respondents
Male
2
Female
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Occupation of respondents
Only respondents who had the financial and material means to
yisit shopping centres were included. For this reason all
interviewees selected are employed or comfortably retired.
The patronage experience of the unemployed and the destitute
may make an interesting study, but it is not included in this
research project.
Figure 5.3
Occupation of respondents
occupation of respondents
AdminJ
Clerical
ManagemenV
Professional
Retired!
Housewife
Race
The ratio of white to non-white respondents is not
representative of the South African population, even though a
significant (22%) number of non-whites were included.
The reasons for this are:
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(i) Lack of shopping centres in non-white areas
As this research emphasises the patronage decision as it
pertains to regional- and community shopping centres
sPecifically, black and coloured people are precluded from
the sample to a certain extent, because there are no regional
centres and only a few community centres in traditionally
black areas.
(ii) Language barrier
The interviewing method requires respondents to be able to
express their innermost feelings and thoughts, and it is
di£ficult- to do in what amounts to a third or even fourth
lanquage for non-white patrons.
(i~i) Domina~ce of white population in shopping centres
The sample is not entirely unrepresentative of the actual
population who patronise the shopping centres most frequently
wentioned in this research. That is, white consumers still
make up the largest portion of patrons who visit (regional)
shopping centres. Exact figures are not available because it
Was determined through proprietary research. Van Graan (1996)
oE Urban Development Studies, however, verified the broad
parameters of the patron profiles. Between 15% and 25% of the
patrons of shopping centres in predominantly white areas are
nDn-white. A centre such as Southgate (near Soweto) that
serves a predominantly non~white catchment area, still has
approximately 30% white patronage, and no race group
represents more than 50% of the total patronage.
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(iv) Research requirements
It is important to remember that this research paradigm
.(naturalistic) does not require that samples be ~epresentative
in any way whatsoever.
Figure 5.4
Race profile of the sample
Race of Respondents
90
60
40
30
I. 20
10
I
Black! Coloured
2
White
Age
The age distribution of the respondents is dominated by the
categories 20-35 and 36-45 with 36% respectively.
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Figure 5.5
Age profile of respondents
Age distribution of respondents
20-35 yrs
2
36-45yrs 46-55yrs
4
55+yrs
Frequency
A prerequisite was set that all interviewees must visit the
specific shopping destination at leas~ once in every two
months. In this instance a fairly normal distribution of the
frequency with which centres were patronised, were obtained .
. See f,igure 5. 6.
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Figure 5.6
Frequency of visit to specific shopping destination
Frequency of visits to shopping centres
1
3-7x Week
2
1-2xWeek
3
2x Month
•1x Month
Number of respondents
The number of interviews was determined ex-post facto
by considering the point of data. satu~ation. Once
repetition sets in, there is not much point in continuing. In
qualitative research it is often somewhere between six and ten
interviews. On the other hand, most laddering studies to date
have been conducted with 30 - 50 respondents. This is not a
fixed number, and depends on the product tested. Klenosky et
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aI's (1993) study into ski-destination choice had a sample
size of 90. For this particular study, the sample size is 50
respondents. The reason for this is that shopping centres
have relatively few criteria which distinguish them from each
other. Whereas product-orientated studies have to be limited
to 10 - 12 attributes, shopping centres have fewer salient
attributes, which will result in simpler HVM's. Shopping
centres are also designed and managed to meet the need of as
wide a variety.of people as possible, hence the relative
similarity betwe~n centres. The originators of the model do
not specify a set number, and since there will be no
falsification of hypotheses per se, there is no statistically
significant sample size required. Data saturation was reached
after approximately 25 interviews.
5.6.3 Criteria for admissibility of data -
Only interviews which were completed naturally, and were
without significant interruptions are used. Only results where
respondents were apparently honest, and have not been
subjected to the opinion dominance of a spouse will be
included. All interviews were conducted by this researcher, in
order to minimise inter-personal differences.
Type of patron
Because consumers can alternate between type Q and type R
patronage behaviours, the sample cannot be divided into two
distinct groups which will remain fixed like that. There are,
however, a number of patrons who are more likely to adopt type
R patronage style more frequently. In this specific case the
ratio of respondents interviewed is 54% - type Q, and 46% -
type R. Respondents were probed for attributes which are
important to them for both styles of patronage behaviour, and
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the fairly even split amongst respondents is pleasing, because
it means there were sufficient respondents to probe both
styles thoroughly.
Place where interview was conducted
The place where the interviews are conducted must be selected
in such a manner that the respondent feels com~ortable and in
control, because the responses are required to be somewhat
personal.
Figure 5.7
Place of interview
I
Respondent home
2
Respondent office
3
Neutral
4
Interviewer
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5.7. THE LADDERING METHODOLOGY
Laddering is then the primary method of data gathering, and
was conducted amongst shopping centre patrons on a one-on-one,
individual basis. In the following paragraphs the collection
and treatment of data is discussed in detail.
5.7.1. Introduction
The laddering interview is essentially a simple technique, but
nevertheless has a number of pitfalls and problems associated
with it. The actual interview is basically a repetitive
question (why is that importan-t to you?) ,but could easily
lead to a dead-end if the interviewing process is not
carefully managed. The following five steps broadly outline
the entire procedure followed:
1. Raw, conversational data is broken into phrases or units of
meaning.
2. The responses are analysed, and coded as either
attributes, consequences or values.
3. Quantitative assessment of paired relationships.-
4. Construction of the HVM.
5. Interpretation of findings.
5.7.2. Data collection: The laddering interview
In this section the preparations for the interview, as well as
how the interviews were conducted is explained more fully.
(a) Preparation
In a classic laddering interview, consumers (respondents) are
required to make certain distinctions between choice
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alternatives. These distinctions are then accepted as the most
salient attributes, and are used as the base line question in
the interview. There is a variety of ways in which these
salient attributes can be arrived at, and a combination of
ways will be used. There are three possible ways used to
generate the initial, attribute-level distinction:
(i) Attributes which are identified by the consumer based on
their own prefe~ences (preference consumption differences) .
(ii) By providing the consumer with-a personally meaningful
context within which he or she may make the distinction.
Specifically, the two contexts are those of Type Q shoppers,
and Type R shoppers as identified in Chapter 4. It is
envisaged that the two contexts may generate different
ladders. -
(iii) The attributes as identified in table 5.1 which
summarises the patronage literature, were used when the
respondent did not generate a reasonable number of salient
attributes. This was done for the sake of completeness and
comprehensiveness. (Reynolds & Gutman, 1988:15; recommends
this judgmental selection by the interviewer on the basis of
prior knowledge and the specific research issue.)
This figure (table 5.2) represents substantial data reduction
of the literature review, and the attributes contained therein
are taken as representative. The comprehensive literature
survey was reduced to the list of salient attributes in the
manner indicated in table 5.2.
The interview had to be conducted in an environment that would
maximise its trustworthiness, transferability and
·dependability. This was done by :
• Selecting the environment with care. (Refer fig 5.7).
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• Assuring respondent that there is no right or wrong.
• Explain the purpose of the interview.
• Position the researcher as a trained facilitator.
• Continu~lly reinforce the perception of being genuinely
interested.
• Maintain control of the situation by staying focused.
• Position the respondent as the expert (not researcher) .
• Create a sense of involvement.
• Put aside internal references and biases.
• Be aware of non-verbal cues of researcher and respondent.
• Make the respondent at ease.
[Adapted from Reynolds & Gutman,
1988] .
The respondent's home, office or a neutral environment is
accepted as the place where the most of the above mentioned
guidelines were met.
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. Table 5.2
Salient Attributes
1.location, convenience proximity to horne, convenient
transportation, lack traffic congestion, = convenient
location.
2.assortment, variety of products, variety of stores,
products offered ,wide merchant selection = variety of shops
(tenant mix)
3.parking available, free parking = parking
4.reference groups (peers), friends shop there, clientele
kind of people who shop there
5.right shopping ,atmosphere, store atmospherics aesthetic
features = atmosphere (vibe)
6.friendliness of sales staff ,store personnel kind of
people who work there
7.service, service features, availability of non-shopping
facility, better delivery service = services offered
8.the situation ,special events and exhibitions = events and
happenings
9.store hours, better store hours = shopping hours
10.quality of stores, quality of stores, cleanliness of
store = quality of stores
11.general store characteristics, physical characteristics,
functional features, physical facilities = 'right features
12.layout of areas = layout
13. security = security
14. cleanliness = hygiene
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(b) Conducting the interviews
Appointments were made with respondents who were contacted
about participating in the research. On arrival at the place
of interview, the respondents were told what the purpose of
the interview was, and how it would be conducted. The fact
that there was no right or wrong and that it was about
personal, individual experiences and opinions, was stressed
with all -respondents .. The majority of respondents exhibited
initial reservations that their opinion was valid, and saw
their own experiences and preferences as being unique. Most
respondents were also clearly uncomfortable about being
recorded, and had to be set at ease, and also assured of the
confidentiality of the interview. All interviews were recorded
on audio tape, and subsequently transcribed. These transcripts
are submitted as a separately bound volume under a similar
title to this thesis, but sub-titled 'Transcrip.ts of the
laddering interviews'. The data collection represents almost
30 hours of recordings, and over 500 pages of transcripts.
After identifying the specific shopping centre that is
preferred (and patronised) by the respondent, the interview
was opened with ~estions about what they liked and did not
like about the centre. The next probe usually centred on how
their preferred centre differed from another centr~ also known
to the respondent. If the respondent still did not identify a
reasonable number of salient attributes {at; least five), then
they were asked to select attributes from a list that was
presented to them. [The list is based on the salient
attributes identified in table 5.2.]
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The questioning proceeded more or less as follows:
First a salient attribute (convenience) is determined.
This is then followed by the question (why is convenience
important to you?). If the respondent answers that it saves
her time, the next question (why is time saving important to
you?) is posed to her. Assuming she answers that it allows
her to spend more time with her family, the next question in
the ladder is asked (why is it important that you spend more
t.ime with your family?). If the respondent then answers that
she feels that is the right thing to do, it is followed by
another question (why is it important to do the right thing?).
If the respondent finally answers along the lines that 'it
just is'; then the ladder is terminated.
The actual interviewing did not proceed as smoothly as
illustrated above. Some respondents were reluctant to"make
statements that revealed too much of themselves, and others
appeared unable to do so. Cohen & Warlop (1996:2) somewhat"
caustically observes that with ~sufficient creativity, even
the most functional product or service can be linked to more
universal themes and values". As an interviewer, cognisance
has to be taken of this fact, and the temptation must be
resisted to push too hard. There is a fine line between
prompting a respondent, and laying words in his/her mouth.
This was found to be particularly true of respondents who
predominantly exhibited the type Q patronage style.
Another obstacle that occurred frequently, was that a
respondent reverts to a lower-order level, or sometimes the
question is not answered at all:
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Why is variety of stores important to you?
- 'It makes it convenient to shop' .
Why is convenience important to you?
- 'Because the variety makes it convenient to shop'.
Occasionally, if a ladder could then not be pur?ued in greater
depth, it was returned to later in the interview,
but a concerted 'effort was made to complete every means-end
chain (ladder) fully. The researcher found one of the most
effective techniques of prompting the respondent, was to
remain silent.
5.7.3. Treatment of data
The primary data used in this project was gathered by means of
personal, in-depth interviews with shoppers and patrons of
shopping centres. The data are verbal responses to the
questions asked, and will ultimately lead to a discovery of
the underlying values.
Secondary data were collected by means of a literature survey.
Previous patronage research was analysed and a summary of the
results is found in table 5.1. It is already indicated that
the findings of the prior research can possibly be subsumed
into the CVT. This secondary data will be used to supplement
the attributes identified by subjects as being of importance
to them. That is, the findings of the previous research will
be used to prompt interviewees if they have difficulties in
identifying salient attributes of shopping destinations ..
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a) Content analysis
The content analysis phase requires that all responses are
classified into the three basic (ACV) levels of abstraction.
There is a great deal of critical-thought necessary to ensure
meaningful categorisation and classification that is not too
broad or too narrow. All the ACV's are coded (assigned
numbers) .
This project then goes a step further by analysing all these
final values derived through the laddering interview, and
attempts to categorise it into the value categories of the
extended consumption value theory. If this is achieved, then
we will have succeeded in validating the consumption value
theory by means of the laddering methodology, and triangulated
the CVT with the means-end model.
b) Content coding
Content codes can be devised interactively, and changed along
the way as the level of understanding deepens. Synonyms can be
added or split at a later stage, and the classification (ACV)
can also be changed retrospectively.
The data (parking, save time etc.) are coded (A/C/V) and the
data and codes are processed with the Laddermap software.
An important aspect of the coding phase is the creation of
synonyms. For instance 'lots of parking' and 'easy parking'
are both coded as parking, as they are taken as similar.
The following hypothetical illustration illustrates how means-
end chains are constructed.
TableS.3
A means-end chain
Value right thing to do D
i
Consequence More time with family C
i
Consequence Save time B
i
Attribute Parking A
c) Data entry
Every respondent will be identified by means of certain
demographic questions, which are used in the final analysis to
generate different HVM's for different types of consumers. The
distinction includes age category, sex, shopping frequency,
occupation, patron type and race. Although many more
distinctions could be chosen it is believed those mentioned
are most likely to yield meaningful differences in the
ladders.
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concept as A/e/V. The user is also able to identify synonyms
for every concept, which are identified before data entry, but
can be added later as well.
Cd) Generating the implication matrix
The next step is the quantitative assessment which results in
an implication.matrix. The matrix simply displays the number
of times each element leads to each other element. There are
two types of relationships possible:
Direct relationships occur when one element leads directly to
an adjacent element.
Indirect relationships occur when two variables are linked,
but with an intervening variable ..
There are obviously many more indirect relationships than
direct ones, and researcher judgement is required. The summary
implication matrix is compiled in such a manner that the
direct and indirect relationships are indicated separately.
That is; a number such as 2.3 in the matrix means that there
are two (2) direct relationships and three (3) indirect ones.
Similarly, judgement is also required whether to count a
relationship more than once if mentioned more than once by the
same respondent. This requires a trade-off between the obvious
significance of the association and tne possible distortion.
The implication matrix bridges the gap between the qualitative
data-gathering phase, and the quantitative analysis phase. The
programme can generate matrices with up to 120 content codes,
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although 50-60 is the norm. All relations are classified as
direct or indirect.
Implication matrices will be printed for the sub-groups
identified above, and analysed for meaningful differences.
Figure 5.8
An example of an implication matrix
Attributel
Attribute2
Attribute3
Attribute4
.AttributeS
A A2
1
1
A3 A4 A5 Cl
3.4
C C3
2
5.2
v V
1 2
Conseq 1 2.1
Conseq 2 3.4
Conseq 3
Value 1 1.1
Value 2 2.2
(e) Generating the hierarchical value map (HVM)
The final step is the construction of the HVM. The map is
gradually built up by considering all the linkages as
indicated in the implication matrix. Once again, the
inclusion of all relationships will result in a map that is
confusing. The researcher will have to decide on a cut-off
point which will include the majority of chains - typically
70%•. If this analysis is done manually, it becomes very
tedious and time consuming, with a resultant loss in accuracy.
Gengler & Reynolds (1995) have developed and tested software
(Laddermap ®) which assists the researcher in this regard. The
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HVM is a tree-like graph which consists of nodes (representing
ACV's) which are linked by straight lines. These lines vary in
thickness, which indicates the strength of the relationship
between constructs. At this stage the number of codes must be
reduced to below 50, simply to make the map readable. The map
should represent at least 70% of the relationships, and a cut-
off point that will achieve this target will be selected .
. Figure 5.9.
Illustration of a simple HVM.
/ val~
.-----.... (--~---...
7qu~\1 /nse~ence
eye y -c ~
Attribute 1
Attribute 4
Attribute 2 Attribute 3
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5.8. CONCLUSION
In the following chapter, a summary of all the attributes,
consequences and values (determinants of patronage) will be
contrasted in a tabular format. That will be followed by the
generation of implication matrices which are based on the
laddering interviews. These matrices will be analysed and
discussed. Next, the hierarchical value maps will be
generated, analysed and discussed. Full transcripts of the
interviews are submitted as a separately bound volume.
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This chapter describes in detail the data analysis using the
innovative laddering methodology. The findings can be
divided into four different kinds of output:
• Implication matrices
• Lexical listings
• Hierarchical value maps
• Individual ladders.
The individual ladders, as well as the interviews they are
based on are not included in this chapter. The individual
ladders and interview transcripts are available from the
researcher. The first three types of output are discussed
in detail below, including its interpretation. Chapter 7
provides an overview of the entire research project,
including interpretation of the findings.
6.1 DATA ANALYSIS METHODOLOGY
The laddering technique was principally developed by Gutman
(1982) and further popularised by Gengler and Reynolds
(1995) over the next decade. The technique is designed to
quantify data that are of a qualitative nature. It was
initially not widely used, because the complexities inherent
in the technique mitigated against it. With the Laddermap ©
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software (Gengler, 1994) now being freely available, it is
foreseen that many more research projects will utilise this
technique.
The laddering interviews are designed to elicit responses
from subjects which are interpreted qualitatively into
chunks of meaning. These chunks are classified as either
attributes, consequences or values. There can be multiple
attributes, co~sequences and values in a ladder, and every
subject may have multiple ladders. For an example of the
ladders generated by a respondent, refer to figure 6.1. The
table below (table 6.1) illustrates how an analysis sheet
was used to facilitate the content coding an interview. When
interpreting the ladder, readers should read from the bottom
up. These ladders (figure 6.1) are copied exactly as they
were generated by the software used for analysis.
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Table 6.1
Analysis sheet for content coding the interviews
Respondent WMl
Age 55
Frequency 2xm
Centre type R
Resp No : 5
Sex m Race W Patron ty pe: A
our habitat ~
-
part ofsociety
white we learn from
culture it
independence not to be interact with
jostled others
maintain lifestyle lam enjoy own breakaway
independent space
otherpeople microcosm
cost lifestyle needs it demand time leisure time
sense of
save time save money hate queues nice people ownership
,
variety convenient services atmosphere routine habit
location
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ID=O05 ladder # =1
AGE =3 SEX =M FREQUENCY =2 CENTRE TYPE =R
RACE =W PATRON TYPE =A
V emotional
C independent
syn= individual goal directedness
C lifestyle
syn= historicfactors
C save money
syn = cost
C save time
syn= time awareness
A wide choice
syn= tenant mix
A varietyofstores
syn= tenant mix .
ID=O05 ladder # =2
AGE =3 SEX =M FREQUENCY =2 CENTRE TYPE =R
RACE =W PATRON TYPE =A
V emotional
C independent
syn= individual goal directedness
C lifestyle .
syn= historicfactors
C save money
syn= cost
A convenient location
ID=O05 ladder # =3
AGE =3 SEX =M FREQUENCY =2 CENTRE TYPE =R
RACE =W PATRON TYPE =A
. V social
C myculture
syn = historic factors
C not pushed
syn= ambience
C enjoyown space
syn= ambience
C avoid queues
syn = ambience
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A type ofstores
syn = retail requirements
ID=O05 ladder # =4
AGE =3 SEX =M FREQUENCY =2 CENTRE TYPE =R
RACE =W PATRON TYPE =A
A own habitat
syn = familiarity
C part ofsociety
syn = aspirational
C learnfrom others .
syn = belonging
C interact withothers
syn = belonging
A nice people
syn v friendliness
C atmosphere
syn = ambience
ID=O05 ladder # =5
AGE =3 SEX =M FREQUENCY =2 CENTRE TYPE =R
RACE ·=W PATRON TYPE =A
V significative
C microcosm
syn = aspirational
C senseofownership
syn = belonging
A routine
syn = familiarity
A look ofthe centre
syn = appearance
It is a somewhat subjective art to elicit responses, and to
then code them correctly. Many respondents are reluctant to
be "moved up the ladder", since responses become more
personal at the values-level. Respondents are also inclined
to 'fall back' to a lower-level response.
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This example of the ladder has been taken as is from the
ladders as generated by Laddermap©. The 'A', 'C' and 'V'
indicates whether the constructs are attributes, values or
consequences. The 'syn' indicates the synonyms that were
assigned during the coding phase. During the editing phase,
synonyms were re-assigned and change~ as the patterns
emerged. The programme has a function to edit synonyms
and/or to change a construct from being, for instance, a
consequence to. an attribute.
6.2 LEXICAL LISTINGS
The lexical listing is a list of all the elements that were
identified during the analysis of the interviews, and are
listed below.
6.2.1 Introduction
This section is quite lengthy becaus~ it contains a
discussion of every attribute, consequence and value
identified in this research project. It is, however, an
important part of the project, because the lexical listing
represents the data aggregation process. Various responses
of the respondents (chunks of meaning) are individually
evaluated and coded, and also assigned as being synonymous
(or not) with other chunks of meaning. Each attribute and
consequence is identified, and all the chunks of meanings
are listed below that label. The qualitative nature of the
research is once again apparent, because the assignation of
synonyms is once again a subjective decision. It is,
however, a crucial decision and requires considerable
scrutiny and careful evaluation.
-
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6 .2 . 2 Resul ts
The codes selected for this report are:
AGE ALL SELECTED
SEX ALL SELECTED
FREQUENCY ALL SELECTED
CENTRE TYPE ALL SELECTED
RACE ALL SELECTED
PATRON TYPE ALL SELECTED
The codes above merely indicated that the lexical listings
report discussed below, incorporates all the demographic-
and behavioural variables. It does not serve much of a
purpose to generate lexical listings for a single category
(such as males or young patrons) since the full list is
comprehensive, and inclusive of all responses. The
differences for selected segments are captured in the
hierarchical value maps, and discussed in para. 6.4.
The (n= ) refers to the number of times a specific response
was mentioned. The responses in bold type are the group
heading or collective term for the responses that follow.
Within every grouping there are subheadings which have been
marked with an asterisk (*). These sub-headings were used
initially in a much rougher analysis of the content codes,
but were eventually subsumed into the main grouping. They
are, however, still quite significant sub-groupings which
deserves being indicated as such. For the purposes of the
graphical representation of the results, the (Hierarchical
Value Map) HVM's had to be clar~fied.and simplified to show
only the strongest relationships. The number of mentions
(n=) will therefore not add up directly to the total of the
main grouping. Furthermore, the number of mentions
indicated here, do not match the number indicated in the
HVM's, since those in the maps refer to the number of
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mentions per respondent - counted <onLy once, whereas in the
. lexical listing the total number of mentions is tracked.
This is done in order to ensure that garrulous respondents
do not influence the structure of the HVM unduly.
The lexical listing identifies firstly the attributes, then
the consequences and finally the values.
a) AttrLbute listing
The attributes identified below can be listed in order of
importance as follows: people, retail requirements, layout,
convenient location, appearance, parking, time and money.
Each is discussed individually below.
People 0=81
This attribute includes those dimensions which can be
attributed to the kind of people who work or shop in the
shopping centre. Some responses may appear to belong tinder
the grouping of feelings (consequence) but their position is
determined to a certain extent to where (at what level) the
respondent brought it up. Consequences are on a higher
level.
type ofpeople who work there
*at home
friendly staff
*familiarity
avoid confusion
own habitat
routine
not confusing
*habit
to be in the know
feel at home
know what's going on
used to them
part ofroutine
n=2
n=59
n=2
n=29
n= 1
n= 1
n= 1
n= 1
n=5
n= 1
n=3
n= 1
n= 1
n= 1
not get lost
must not change
*friendliness
friendly people
nice people
*people who work there
kind of people who work there
kind ofstaff
good service
go extra mile
friendly
pride in their work
not so impersonal
amenable and helpful
kind of people who shop there
type ofpers0!1 who shops there
type of shopper
people who shop there
type ofcustomer
type ofpeople who shop there
type of patron
kind ofpeople who shop there
crowds
type who work there
kind ofcustomers
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n=2
n= 1
n=28
n=3
n=2
n=10
n= 5
n= 1·
n= 1
n= 1
n=7
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n=3
n= 1
n=2
n= 1
n=5
n=3
n= 1
n= 1
Retail requirements n=79
. This construct encompasses the type, quality and quantity of
retail outlets in the centre. By and large, patrons are
reasonably satisfied with the tenant mix of the regional
centres.
*type ofstores
tenant mix
*variety ofstores
variety
mix of stores
quantity ofstores
variety ofshops
wide choice
type ofshops
type ofstore
freedom ofchoice
n=53
n=33
n=20
n=4
n=3
n=2
0=7
n=2
n=4
n= 1
n=7
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good choice n= 1
quality of stores n=11
quality of shops n= 4
quality n= 5
tenant grouping must be organised n= I
anchors n= I
quality and value n= 1
Layout n=25
This construct was mentioned directly a number of times
directly, and it refers to the positioning and location of
the stores as well as the physical dimensions of the centre.
spacious
size ofcentre
many entrances
accessibility
SIZe
Convenient location
n= 1
n= I
n= 1
n=4
n= I
n=20
As the focus of this research was the regional centre, a
convenient location was not expected to play an important
part in the decision-making process of the patron. However,
it was found that regional centres are used extensively for
convenience shopping as well, and hence the relative
importance of convenient location.
Appearance n=19
This construct incorporates the physical appearance or look
of the centre. Generally respondents were pappy with these
aspects of the centre, and it did not always enjoy top of
mind awareness.
*clean
hygiene
*hygiene and cleanliness
neat
hate litter
neatness is important
look ofthe centre
n=13
n=3
n=6
n= 1
n= 1
n= 1
n= I
*look
the look
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n=4
n= 1
Parking n= 17
This construct also includes the availability and security
of parking.
Time and money n= 10
Initially code~ as two separate concepts, it was later
combined as neither constructs proved to be very important.
*shoppinghours
*prices
n=7
n=3
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
b) Consequence listing
The consequence-level elements identified in this research
can be listed in order of importance as follows: feelings,
ambience, time awareness, individual goal directedness,
belonging, convenience, cost, new experiences, familial
impact, historic factors and aspirational .
.Aspirational n=18
This element is closely related to the significative value
construct. It highlights the symbolic dimension or role of
the shopping centre.
important for society
'. self respect
part ofsociety
microcosm
civilised
part oflife
modern society
experience culture
first world
strive to idealbehaviour
reflects future and growth
can cope
cultural thing
part ofwestern society
snob value
'more exclusive
means something to the people
Convenience
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n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n=49
As 'can be seen from the HVM (figure 6.2), convenience is
mostly consequential to the parking, layout and tenant mix
factors of the centre.
one-stop shopping
don't like inconvenience
inconvenience
not walk far
availability
closeness
convenient
accessible
easy
close to home
don't have to seek
one-stop convenience
make life easy
everything under one roof
Ambience
n=4
n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n=150
This construct incorporates the 'feel' of the centre. It is
important to patrons that the centre is not too crowded, but
also not 'too empty. The general requirement was a pleasant
atmosphere where the patron can shop at his or her own pace.
oth the negative and positive dimensions of the ambience or
environment are included in this single construct.
avoid crowdedness
preserve personal space
avoid contact with strangers
*atmosphere
respect for environment
n=4
n= 1
n= 1
n=26
n= 1
pleasant surroundings
avoid queues
enjoy own space
not pushed
attracting
crowdedness
not crowded
classy
not pushed and shoved
upmarket image
pleasant environment
pleasant atmosphere
Image
aesthetically pleasing
nice vibe
open
not claustrophobic
inviting
modern
hate queues
need space
classiness
good to look at ..
nice pulse
vibrance
looks good
environment must be acceptable
give me space
mce
not too upmarket
pleasant
nice experience
not too busy
ease ofmovement
claustrophobic
don't like enclosed space
don't like crowds
open and spacious
not physically uncomfortable
avoid crowds
acceptable quality
openness
appearance is important
happy environment
lamey
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n=2
n= 1
n= 1
n= 1
n= 1
n=6
n=5
n=2
n=2
n= 1
n= 1
n= 1
n= 1
n=5
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n=2
n= 1.
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
attractive
close and warm
don't feel free
it's beautiful
must be nice
nice atmosphere
calmer atmosphere
hustle and bustle
vibe
202
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
Belonging n=62
This construct can be best summed up as patrons wanting to
shop amongst their own kind. Only black respondents
expressed a preference for wanting to shop in a multi-racial
environment, -whereas white respondents were inclined to
express the opposite sentiments.
set an example
can associate
interact with others
learn from others
sense ofownership
my kind ofpeople
socially correct
my kind of things
my type
associate
identify with
share something
part ofcrowd
sociable
my status and values
meet acquaintances
acquire social skills
social experience
together but amongst others
sense ofbelonging
meet friends
accepted
same experience as peers
right kind ofpeople
set an example to others
few blacks
n= 1
n= 1
n= 1
n= 1
n=2
n=2
n=2
n= 1
n=4
n=4
n= 1
n= 1
n= 1-
n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n=4
n=3
n= 1
n= 1
n= 1
n= 1
n= 1
associate with own class
feel I belong
socialising opportunity
watch the people
build relationships
fond of the centre
ownership
not snobbish
class of people
not lower class-
much in common
same people
don't socialise then
know people
don't feel strange
high standards
society approves
like people
Cost
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n= 1
n= 1
n=2
n= 1
n=3
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
0=37
This construct clearly illustrates that the shopping centre
offering ~s totally integrated with the retail offerings.
The centre management does not have much control (except
during initial tenant selection) over the prices charged by
retailers. Yet, patrons see certain centres as more
expensive than others, and that influences their patronage
decision.
reasonable prices
cannot afford loss
save money
rebates
price comparison
don't want to be wasteful
spend wisely
. .pnce saving
cost effective
buy bargains
don't want to overspend
cost-effective
not waste money
guarantees
things last
n= 1
n= 1
n=14
n= 1
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
saves money
car theft
money
value for money
compare prices
carefulwith money
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n= 1
n= 1
n= 1
n= 1
n=2
n= 1
Feelings
This construct incorporates what was initially coded as
three separate constructs, namely emotional distancing,
emotional well-being and hedonism. Each of these three
construct is listed separately below, but for the purpose of
creating the hierarchical value maps they were combined into
the feelings construci, because of their positions relative
to each other in the HVM did not indicate that the
constructs }identified separately} added any value to the
interpretation of the HVM's.
.
*emotional distancing n=86
This element is identified as the negative dimension of the feelings construct.
feel threatened
security
safety
secure parking
avoid frustration
avoid guilt
feel shitty
frenzied
less pressure
keep sane
hassled
avoid hassle
avoid stress
avoid inconvenience
not tiring
secure
avoid depression -
not stupid
reduce enjoyment
impatient
avoid disappointment
n=2
n=ll
n=2
n= 1
n=9
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n=3
n=7
n= I
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
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avoid being alone n= 1
not thinking n= 1
not extra effort n= 1
not strenuous n= 1
avoid irritation n= 2
avoid pain n= 1
avoid embarrassment n= I
not a mission n=2
avoid conflict n= 1
no hassle n= 1
uncomplicated n= 1
does not interest me n= 1
feel rushed n= 1
avoid tragedy n= 1
don't become aggressive n= 1
not rushed n=2
frustrates one n= 1
don't like shopping . n= 1
shopping is not entertainment n= 1
frustration n= 1
less irritating n= 1
not feelguilty n= I
don't want bad experience n= 1
don't enjoy shopping n= I
reM ~l
avoid sadness n= 1
it rushes me n= 1
regret it later n= I
it bugs me n= 1
it makes me feel dirty n= 1
I'm careful n= 1
don't want hassle n= 1
no problems n= 1
take out on others n= 1
p~c ~l
avoid aggravation n= I
*emotional well-being 0=69
This element is identified as the positive dimension ofthe feelings construct.
want to be happy n::; 1
feel better n= 1
relaxed . n=3
feel relaxed n=2
feel secure n=3
want to enjoy n= 1
feels nice n= 1
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~~~re ~1
feel rejuvenated n= 1
comforting n= 1
feels good n= 4
comfortable n= 9
good mood n= 2
peace ofmind n= 2
happy n= 4
feel important n= 2
feel comfortable n= 1
~ ~2
satisfying n= 1
~~ ~2
~~ ~4
everybody relaxed n= 1
uplifting n= 2
carefree n= 1
feel good n= 3
thrilling n= 1
feel welcome n= 2
feel important and loved n= 1
~~~ ~5
enjoy shopping n= 1
~~~ ~l
happiness n= 2
feel proud n= 1
feel alive n= 1
*hedonism n= 83
This element is identifiedas the selfishdimensionof the feelings construct.
entertainment n=11
events and happenings n= 6
spontaneous n= 1
fantasise n= 1
personal treatment n=38
appreciative n= I
services n=13
service n= 2
services offered n= 1
appreciated n= 1
recognition n= 1
personal service n= I
judged positively n= 1
treated with respect n= 2
am seen n= 1
highly regarded n= 1
want to be treated well
dignity
get special treatment
respect for others
patient with me
they know me
people must give way
deserve recognition
recognise me
nice to be recognised .
show respect
not make a scene
want to be known
be helped
respected
they need me
treat yourself
satisfy needs
dream
spice oflife
*intemalised beliefs and goals
achievement
sense ofaccomplishment
selfesteem
want to be different
self-esteem
stimulating
entitlement
spend time on me
eat out
impulsive
exciting
like shopping there
spoil myself
buy what suits me
appreciate it
treat myself
deserve it
soothes the soul
social shopping
pleasure ofspending
night out
treat
excitement
pleasure
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n= 1
n= 1
n= 1
n= 1
n= I
n= 1
n= I
n= 1
n= 1
n= I
n= I
n= I
n= 1
n= I
n= 1
n= 1
n= 1
n= 1
n= 1
n= I
n=5
n= I
n= 1
n= I
n=:= 1
n= 1
n=2
n=2
n= 1
n= I
n= I
n= I
n= I
n= I
n= I
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n=2
n= I
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like shopping n= 1
Familial impact 0=26
A fairly important consideration for many patrons is the
effect that shopping time has on their families. The most
frequent concern was'that shopping time competed with family
time.
*family time
for children
family protection
quality time with kids
kids learn how to behave
'children have fun
impact on family
spend more on kids
Historic factors
n=18
n= 1
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
0=22
The heading of this grouping of elements posed some
difficulty, and is best described as 'being myself'. A
significant number of patrons alluded to the fact that they
felt more at home in an environment where they could be
themselves.
lifestyle
personality
my culture
be myself
grown up that way
background
not status orientated
my identity
the way I am
be yourself
part ofmy history
my character
I'm a snob
I'm choosy
n=3
n=2
n=4
n= 1
n=3
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
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Individual goal directedness n=62
This constructs incorporates patrons' desire to meet their
goals and objectives in a responsible manner. It came as
somewhat as a surprise to this researcher how serious most
people took their patronage and shopping decisions.
meet objectives
useful
responsibility to provide
way it should be
responsibility
accountability
independence
meet goals
meet commitments
get what you want
individuality
independent
smart shopper
effective
be in control
don't risk
buy right
self-supporting
get what I want
sophisticated shopper
acknowledgement
must accomplish mission
go according to plan
complete the picture
make the right decision
avoid mistakes
meet schedule
get to grips
meet budget
in control
things must get done
provide for future
take careful decisions
have power
. don't want to dawdle
be constructive
sense ofcommitment
n=4
n= 1
,n= 1
n=6
n=6
n= 1
n=3
n= 1
n= 1
n=3
n=2
n=2
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n=3
n= 1
n= 1
n= I
n=2
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
getwhat I need
wise shopper
buy the right thing
sophisticated
things must happen
my choice
must be right
fill need
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n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
n= 1
New experience n=30
This construct refers to the epistemic-dimension of
shopping - which allows the patron to acquire new knowledge
and experience - and which is deemed to be quite important.
interesting
interesting people
experience things
see new things
learning
need information
new things
to see what's happening
exposure to new things
know what's new
experience new things
learn
like to try new things
should experiment
see what's new
discover useful things
explore new things
want to see different things
it's different
not ordinary
Time awareness
n=7
n= 1
n= 1
n=2
n= 1
n= 1
n=2
n= 1
n= 1
n= 1
n= 1
n=2
n= 1
n= 1
n=2
n= I
n= 1
n= I
n= 1
n= I
0=63
The need to save time is mostly expressed as a consequence
to the convenient location of a centre.
save time
time saving
time spent constructively
do other things
time is precious
n=38
n= 1
0= 1
0=10
0=2
spend time otherwise
spend otherwise
quality time
spend quality time
time to live
other things to do
time to look around
not waste time
quicker
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n=2
n= 1
n= 1
n= 1
n= 1
n=2
n= 1·
n=2
n= 1
c) Value listing
The meaning of the value constructs listed below have been
discussed extensively (para. 4.3). It is important to
remember that these value constructs were hypothesised to
exist prior to commencement of the empirical research phase.
In practice this meant that the final 'step in the ladder'
(e.g. belonging) was interpreted to be a social value
construct, and no respondent would specifically mention the
construct 'social value' directly. Researchers with a
different agenda may interpret 'belonging' as a value
construct in itself.
Emotional
Epistemic
Functional
Significative
Social
n=90
n=19
n=41
n=l1
n=60
The values as listed above were found to be significant and
exhaustive in encapsulating the patronage decision.
6.2.3 Comparison with previous rese~rch findings
The extensive literature survey which is summarised in
chapter 5 (table 5.1) provides the basis of these
comparisons. First, (table 6.2) the findings of the
literature survey which pertains to attribute level factors
are compared with the attributes that were specifically
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identified during the empirical phase of this project.
Second, the findings of the literature survey that suggested
higher order factors are compared (table 6.3) with
consequence-level factors identified during the empirical
phase of this project. There is a significant correlation
(allowing for semantic differences) between the research
done previously, and the results that emerged during this
project; which enhances the validity of the findings.
Table 6.2
Attribute level factors
Literature Survey Empirical Research
advertising
aesthetic features appearance
assortment retail requirements
availability of luncblrefreshments retail requirements
availability of non-shopping facility
betterdelivery service people
betterstore hours time& money
buildings and landscaping appearance
clean appearance
cleanliness of stores appearance
clientele people
comfort areas
controlled climate appearance
convenience layout
convenient layout
convenient transportation convenient location
curiosity
dependability
easy to find convenient location
free parking time& money
friendliness of sales staff people
friends at thestore people
functional features appearance
general pricelevel retail requirements
general storecharacteristics retail requirements
helpful employees people
institutional factors retail requirements
layout ofareas layout
location convenient location
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low price
merchandise
merchandise quality
merchandise selection
parking
parking available
arking facilities
hysical characteristics
hysical facilities
place
ost-transactional factors
nce
prices charged
product selection
products offered
promotion
proximity to home,
psychological criteria
quality of stores
reduced price
reference groups (peers)
right shopping atmosphere
sales promotion
service
service features
shopping hours
Shopping type -lifestyle! statement
Shopping type - chore
Shopping type - destination (entertainment)
Shopping type - hobby
Shopping type - top-up
Shopping type - research
situation
special events and exhibitions
store atmosphere
store atmospherics
store personnel
the situation
value for price
variety ofproducts
variety ofstores
warm atmosphere
wide merchant selection
time & money
retail requirements
retail requirements
retail requirements
parking
parking
parking
appearance
retail requirements
convenient location
people
time & money
time & money
retail requirements
retail requirements
convenient location
retail requirements
time & money
people
appearance
people
people
time & money
Conditional Factors
Conditional Factors
Conditional Factors
Conditional Factors
Conditional Factors
Conditional Factors
Conditional Factors
appearance
appearance
people
Conditional Factors
time & money .
retail requirements
retail requirements
appearance
retail re uirements
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Note 1: The conditional value construct may very well influence the patronage decision ,-
such as when doing Christmas shopping - but it did not fall within the scope ofthis
investigation.
Note 2: Where a space has been left blank in the right-hand column, no similar construct
was identified during the empirical research phase.
Table 6.3
Higher Order Factors
Literature Survey Empirical Research
aspirations aspirational
atmosphere ambience
attainment aspirational
break from routine ambience
children can be taken individual goal directedness
cognitive benefits hedonism
communicate with similar others familial impact
community of peers belonging
comparative shopping cost
convenience convemence
cost cost
defines who I am historic factors
different on vacation
diversion new experience
ease of access convenience
effectiveness individual goal directedness
efficiency individual goal directedness
emotional benefits emotional well-being
emotional gratification emotional well-being
experience a social situation emotional well-being
experience sights and sounds new experience
experiential benefits new experience
experimental stage new experience
fantasy hedonism
friend's perceptions belonging
fun shopping emotional well-being
great place to spend a few hours emotional well-being
habit emotional well-being
idealism aspirational
innovative new experience
intrinsic appeal emotional well-being
its me historic factors
kill time time awareness
.---"
little walking
material benefits
maturity
meet friends
mental
my kind ofpeople
need for information
ovelty seeking
opportunityto share the experience
part ofme
peer group attraction
personalgratification
personal tranquillity
place where it happens
pleasure
pleasureofbargaining
recreation
relatively safe
role playing
self-gratification
self discovery
self expression
sensorybenefits
service
shopping for a gift
signals myrank
social
social experience
socially appropriate
specific product need
status and authority
symbolic significance
the spectacle
time pressure
to be noticed
waitingtime
wa oflife
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convemence
cost
emotionalwell-being
belonging
new experience
belonging
new experience
new experience
belonging
historicfactors
belonging
hedonism
emotional well-being
ambience
emotional well-being
emotional well-being
hedonism
ambience
aspirational
hedonism
aspirational
hedonism
emotional well-being
hedonism
conditional factor
aspirational
belonging
belonging
belonging
functional factor
aspirational
aspirational
new experience
timeawareness
aspirational
timeawareness
historic factors
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6.2.4 Interpretation
The literature survey identified approximately 60 factors
that could be classified at the attribute level. Through the
data aggregation in this research, this is reduced to seven
attributes:
• Appearance
• People
• Layout
• Parking
• Time & money
• Retail requirements
• Convenient location
Similarly, approximately 60 higher order factors identified
n the literature survey were reduced to 11 consequences:
• Aspirational
• Ambience
• Convenience
• Belonging
• Cost
• Feelings
• Familial impact
• Historic factors
• Individual goal directedness
• New experiences
• Time awareness
The highest order (psycho-social) consequences were
interpreted in terms of the extended consumption value
theory as being one of five different value constructs. It
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was found that the ladders terminated readily in the
grouping of value constructs as identified by the CVT.
Next, the relations between the elements identified above
were quantified, using the Laddermap © software application.
6.3 IMPLICATION MATRICES
6.3.1 Introduction
In order to construct the hierarchical value maps, it is
first necessary to construct a matrix which displays the
number of times each element is linked to another element.
There are two types of linkages possible; direct and
indirect. Direct relations refer to implicative relations
among adjacent elements, and indirect relations to non-
adjacent elements. Table 6.4 below indicates both types of
relations in the cells of the matrix. The fractional format
used to indicate these relations are the two figures
separated by a full stop. That is, a figure of 11.13 means
that there are 11 direct (to the left of the decimal) and 13
indirect relations (to the right of the decimal) between the
two elements represented in that cell. For example, the
relationship between 'Retail requirements' and 'Layout'
consists of 11 direct relations and 13 indirect relations.
In certain instances such as the 'Ambience' and 'Social'
relationship, there is a weak direct relationship (2) but a
very strong indirect relation (17). The HVM's encapsulate
both the direct and indirect relations.
The list of factors listed vertically down the left of the
. matrix are the attributes and the consequences, and
horizontally across the top the consequences and values are
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listed. There are no relations between attributes, and
neither between the ·value-Ievel factors.
6.3.2 Results
Table 6.4 below illustrates the findings of this research
project, and is the basis of the construction of the HVM's
in the following paragraph. It is not necessary to study the
content of every cell of the matrix in detail, since these
relations are encapsulated graphically in the HVM's which
follow.
2.4 I 14.15 5.7 12.16 11.14 3.7 8.9 10.11 4.9 I3.6 I 35.39 I8.25 I 5.10 I2.9 I0.5
1.1 T21.32 2.2 4.10 2.8 0.2 4.5 2.3 3.7 I 4.8 I 7.27 I 2.17 '1.5 I 0.1 I 0.5
3.4 1 8.11 0.3 1.2 8.10 3.4 0.1 7.10 1.5 T 1.3 T 0.10 T 0.13 T 8.11 T 0.2
8.11 4.4 1.1 1.1 1.1 2.2 3.4 4.5 I 2.12 I 12.18 I 0.1 I 0.1 T1.5
2.3 T7.10 2.2 3.3 3.3 4.4 2.3 0.1 3.4 I 1.3 I 9.15 I 5.11 I 5.8 I 0.2 I OJ
13.23 7.10 10.11 0.4 3.11 2.2 0.5 0.2 1.18 0.7 10.19 T 0.3 TO.2
1.1 T3.6 3.3 1.1 7.10 2.2 1;1 3.4 1.10 0.6 5.8 I 0.1
5.5 I.l I.l 1.2 0.1 0.1 2.3 0.3 0.3 1 13.15 I 0.2
6.7 2.4 2.3 1.1 0.3 0.3 9.14 1.2
3.3 1.1 2.2 1.1 1.1 1.5 5.7 1.2 T 0.1 T 3.3
1.1 1.1 1.1 1.1 2.3 4.6 I 0.1 I 7.7
Table 6.4
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6.4 HIERARCHICAL VALUE MAPS
Some of the significant research outputs are the
hierarchical value maps (HVM's). A HVM is gradually built up
by connecting all the chains that are formed by considering
the linkages in the large matrix of relations among elements
(Reynolds & Gutman, 1988:20). If every single relation is
included, the maps are very cluttered and difficult to
interpret~ Hence, the convention is to choose a cut-off
value (usually between 3 and 5) that will include a
significant number of relations, but not all. The cut-off
_values, as well as the percentage of relations it represents
are indicated with every HVM. The chosen cut-off varies in
order to obtain a representivity of approximately 70% in
most instances.
Means-end theory (see figure 3.3) postulates that there are
attributes, consequences and values which are hierarchically
arranged factors, with attributes being the most concrete,
and values being the most abstract. The HVM's illustrated
below (figure 6.1 - figure 6.11) accordingly depict the
attributes at the lowest level (no shading), the values at
the highest level (shaded black), and consequence (shaded
grey) in between.
In order to interpret these diagrams, the following must be
borne in mind:
• The size of the circles representi~g the various elements
of the HVM's, is also significant,' as the elements which
were mentioned by a greater number of respondents are
larger.
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• The width of the black connecting lines indicate the
strength of the association between two successive
elements .
• Most importantly, the extent of the discussion about each
HVM is limi ted by the sample size. The purpose of the
discussion is not to make definitive conclusions, but
rather to identify salient issues.
6.4.1 HVM for the total sample
The following figure represents the HVM for all respondents
in the interview.
Figure 6.2
~ for total sample.
Cut-off = 5, representing 86% of respondents, where n 44.
222
The total picture emerging from this analysis is that the
patronage of a regional shopping centre is primarily a
socio-emotional experience - even more important than the
functional values of having to buy goods or services. A
strong path exists from retail requirements -> cost-
>individual goaldirectedness -> emotional value. This path
could typically consist of the following responses:
.'there must be lots of different shops' =>
'so that I can compare prices' =>
'then I can meet my objecti ves' =>
'then I feel good about myself'.
Similarly, there are other strong paths that exist that are
obvious from the HVM. Theoretically, it is possible to
position your product (a shopping centre) according to any
one such path.
The one value construct that did not emerge strongly is the
significative value construct, although it was mentioned by
22.7% of the respondents. The reason could be that it is a
weakly represented value construct, but it can also be
attributed to respondents not being willing to divulge their
innermost feelings in the short time that the interviews
took. It may also be that respondents were not able to
articulate such an abstract notion clearly; or it may mean
that the shopping habitat has become such an integral part
of the patron's lifestyle, that it is largely taken for
granted. The significative value construct is one of the
hypothesised value constructs that fall outside the ambit of
the original consumption value theory as postulated by Sheth
et al (1991). Its relative lack of dominance is not such
that it can be rejected out of hand. Informal discussions
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with experienced practitioners strongly supported the
definite existence of such a value construct. One can then
only conclude that, although this value construct exists, it
is not a major or decisive factor in the decision-making of
the patron.
The two strongest factors at every level are indicated in
percentage terms below:
. Attributes
Retail requirements 93%
People 84%
Consequences
Ambience 89%
Convenience 71%
Values
Emotional 96%
Social 80%
6.4.2 Hv.M for race groups
The following two HVMs depict the relationships between the
elements for white and black respondents respectively. This
HVM (figure 6.3) does not differ significantly from the one
presented above for the total sample - simply because of the
dominance of white respondents in the total sample. The same
paths are dominant, and the same attributes , consequences
and values emerge in more or less the same relationship.
The HVM for black respondents is included for the sake of
completeness, but any interpretation would be rather tenuous
given the size of the sample.
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Figure 6.3
HVM for white respondents
cut-off = 5, representing 80% of respondents, where n = 37.
The HVM below (figure 6.4) is the ~ for the black
respondents. There are interesting observations to be made,
but although qualitative research does not require
representative sample sizes, this researcher would be
reluctant to read too much into these findings and the
validity would be limited since the sample is so small.
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Figure 6.4
HVM for black respondents
Cut-off 2, representing 57% of respondents, where n = 5.
Although many more black respondents.were interviewed, their
responses were not always coherent and this researcher had
to ask questions which may be construed to be leading
questions, which jeopardises the validity of this research.
Ultimately only five respondents' results were useable, and
hence the conclusions that can be drawn are limited. It is
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interesting to note that only two attributes were mentioned
more than twice, the significative value construct is
absent, and there is a strong emotional value factor
present.
6.4.3 HVMs for two types of patrons
The two types of patrons that were identified earlier (para.
3.4) are Type Q and Type R, which exhibited quite apparent
behavioural and attitudinal differences with regards to
patronage of shopping centres. Type Q refers to the quick
patron who is functionally inclined, and Type R refers to
the relaxed patron who has a more leisurely approach.
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Figure 6.5
HVM for Type Q respondents
Cut-off = 5, representing 77% of respondents, where n = 29.
[For a definition of Type Q patrons, see para.3.4.l
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The most striking aspect is the overwhelming dominance of
the emotional value construct - m~ntioned by 96.6% (28 of
the 29 respondents) of the respondents. The significative
value construct is absent, and given that the type Q patrons
represent 66%0£ the sample, its relative insignificance in
the overall HVM is not surprising. The type Q patron is
considered more immature than type R patrons, and more
inclined to avoidance behaviour. Shopping centre patronage
(and shopping in general) seems to be threatening to their
self-image, hence their preference to minimise their time
spent in a shopping environment. Another salient feature is
the dominance of the functional value construct which was
mentioned by 76% of the sample (22 of the 29 respondents) .
By comparison, for the Type R patron the functional value
construct was only mentioned by 7% of the sample.
Dominant pathways (or chains) are:
o retail requirements ~ cost ~ individual goal
directedness ~ emotional value.
o convenient location ~ time awareness ~ familial impact
~ social value
o people ~ ambience ~ feelings ~ emotional value.
--.
229
Figure 6.6
HVM for Type R respondents
Cut-off = 3, representing 79% of respondents, where n = 15.
[For a definition of Type R patrons, see para 3.4]
The significative value construct is mentioned by 40% of
respondents. There is a strong social (-ising) bias in this
HVM. It is interesting to note that the consequence of
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'time-awareness' does not feature at all. The only strong
pathway is: people -7 feeling -7 belonging -7 social value.
6.4.4 Comparison of HVMs by frequency of patronage
The following two HVMs illustrate the difference between
frequent (twice per week or more) patrons with the
infrequent (twice a month or less) patrons.
Figure 6.7
HVM for frequent patron respondents
Cut-off = 3, representing 64% of respondents, where n = 11.
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The discussion is once again limited by the small sample
size.. This HVM (figure 6.8) is only significant for the fact
that time-awareness is an important factor - as can be
expected amongst frequent patrons.
Figure 6.8
HVM for infrequent patron respondents
Cut-off = 3, representing 62% of respondents, where n = 9.
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Infrequent patrons are those who visit a centre twice a
month or less. This category (visiting a centre twice a week
or more) is fairly balanced in that all the value-constructs
are there in more or less the same proportions as the
overall HVM. At the attribute level, frequent patrons do not
refer to the appearance factor. This may suggest that
familiarity breeds contempt.
On the attribute level, these respondents do not mention
convenience of location and the layout of the centre at all.
The significative value construct is once again absent, and
the emotional value construct was mentioned by 100% of the
respondents in the sample.
6.4.5 HVMs for the young and the elderly.
There is a number of apparent difference between patrons who
are 55 and older, and those who are 25 and younger. A fairly
normal pattern also emerges for patrons over the age of 55.
The emotional value construct is emphasised and there is
reasonable emphasis on time and cost factors. Significative
values are once again present. [Elderly patrons are those
who are 55 years of age and older.]
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Figure 6.9
HVM for elderly respondents
~
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Cut-off = 3, representing 64% of respondents, where n = 12.
The emotional value construct was mentioned by 100% of the
respondents, and the social and functional value constructs
are also strongly represented. There are no apparently
dominant pathways.
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Figure 6.10
HVM for young respondents
Cut-off 3, representing 68% of respondents, where n = 12.
This is also a relatively small sample, but it is
interesting to note that the significative~ and epistemic
value constructs are absent. Convenient location and layout
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are also not present at the attribute level. This is similar
to the HVM for the infrequent patron. This may suggest that
location and layout is less important for those who do not
like- shopping or take it less seriously.
Six consequence~level elements are also missing:
new experiences, individual goal directedness, time
awareness, 'convenience, aspirational factor and layout. The
type and depth.of interviews do no lend itself to
psychological analysis, but there seems to be much
opportunity for research as the absence of these
consequences amongst those younger than 25 years appears to
be quite significant and worthy of further investigation.
6.4.6 HVMs for the two sexes.
Finally, the HVM for males and females are analysed. The
male sample is not large enough to make meaningful analysis,
but it is sufficient to indicate that there are possible
differences.
The HVM for females (figure 6.11 below) suggests that
'feelings' is a central construct, and that all the values
ultimately are linked to this single construct. On the
attribute level, the two dominant constructs are 'people'
and 'retail requirements'.
The only significant deviation from the norm (total sample)
is the absence of significative values and the aspirational
factor. Because of the dominance of the females in the
sample, it further explains why the significative value
construct is less dominant than might be expected.
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Figure 6.10
HVM for female respondents
Cut-off 5, representing 70% of respondents, where n = 31.
The small sample size for males makes it difficult to draw
meaningful conclusions. The absence of the epistemic value
is noteworthy, but otherwise it is a fairly normal
distribution. The emotional value construct once again is
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mentioned by 100% of the respondents, and the social- and
functional value constructs are also dominant.
Figure 6.12
HVM for male respondents
Cut-off = 3, representing 65% of respondents, where n = 9.
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6.5 CONCLUSION
The HVM's in the pre~eding paragraph highlight very clearly
the strong socia-emotional nature of shopping centre
patronage. A simple,- single sentence summary of the
patronage decision could be as follows: Consumers want to
shop where there is a good retail offering, amongst their
own kind of people because they want to shop in a convenient
and pleasant environment in order feel good about the
experience. If this sentence sounds like common sense, then
the primary objective of this study was achieved. The
laddering technique was used to validate the consumption
value theory as applied to the patronage decision, and the
simple summary suggests that the attempted validation was
successful.
The findings based on the laddering technique are by and
large supported by the extensive literature survey as well
as the received wisdom that comes with experience.
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7.1 INTRODUCTION AND THEORETICAL FOUNDATIONS OF THE STUDY
The primary purpose of the study as encapsulated in the
title, was to extend and validate the consumption value
theory (CVT). The extension was twofold. First, the
addition of a sixth value (significative value) construct,
although not as dominant as the social and emotional values,
was found to be a factor in the patronage decision. Second,
the CVT was extended to incorporate the patronage decision
as another specific decision type which had not previously
been tested. The validation of the theory was also
successful, since the use of the laddering methodology
supported the existence of values as identified by Sheth et
aI, 1991, including the sixth value, but excluding the
conditional value construct, which was not incorporated in
the research design.
This chapter contains a general discussion of the findings
and its implications, as well as specific reference to the
degree to which the study objectives were achieved. Firstly,
the two main theories about values are revisited, since
these theories (the means-end theory and the CVT) are the
basis of this research, and are triangulated into a third,
integrated theory of patronage behaviour. Next a brief
overview of the methodology is provided before giving a
summary of the empirical results. Finally, brief reference
is made to the findings and implications of this research.
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7.1.1 Means-End Theory
The means-end theory is a generic theory, but has been
popularised by Gutman (1982) and Olson and Reynolds (1983).
Walker and Olson (1991:111) are succinct in summarising the
role of means-end models as being needed by marketers "to
analyse and interpret how consumers perceive products in
relation to themselves". Means-end models are considered
very appropriate for this purpose. Means-end theory
postulates that attributes are the so-called means and
personal values the ends. Figure 7.1 illustrates
diagrammatically the various components of the means-end
model.
Figure 7.1
The means-end model
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I \ I \ I \
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attributes I attributes I consequences consequences i values i valuesI i
(Source: Peter& Olson 1995)
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7.1.2 Consumption Value Theory (CVT).
The five values which determine consumption decisions as
identified by Sheth et al (1991:18-22), are briefly defined
below:
a) Functional Value
" The perceived utili ty acquired by an al ternative as the
result of its ability to perform its functional, utilitarian
or physical purposes. Alternatives acquire functional value
through the possession of salient,-functional, utilitarian
or physical attributes n.
b) Social Value
"The perceived utili ty acquired by an al ternative as a
result of its association with one or more specific social
groups. Alternatives acquire social value through
association with positively or negatively stereotyped
demographic, socio-economic, and cultural-ethnic groupsn.
c) Emotional Value
"The perceived utili ty acquired by an al ternative as a
result of its ability to arouse feelings or affective
states. Alternatives acquire emotional value when associated
with specific feelings or when they facilitate or perpetuate
Eeel i nqe'",
d) Epistemic Value
"The perceived utili ty acquired by and al terna ti ve as a
result of its ability to arouse curiosity, provide novelty,
and/or satisfy desire for knowledge. Alternatives acquire
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epistemic value through the capacity to provide something
new or different".
e) Conditional Value
"The perceived utility acquired by an alternative as a
result of the specific situation or the context faced by the
choice maker. Alternatives acquire conditional value in the
presence of antecedent physical or social contingencies that
enhance their functional or social value, but do not
otherwise possess this value".
This new model which basically identifies five different
consumption values which (Sheth et aI, 1991) provide a
framework that is both comprehensive (rich) and economical
or parsimonious (simple). This new model has been proven to
have predictive validity. In order to arrive at such a
simple but powerful model, a great deal of research has been
conducted in a wide diversity of disciplines from economics
to political science. From all these disciplines , they
synthesised a new (meta-theoretical) model, which identifies
the presence of one or more of five values which determine
the consumers' choice - obviously subject to the limitations
mentioned earlier.
This project aimed to arrive at a similar model (set of
values) but by following the analytical route offered by the
laddering methodology which underpins the means-end theory.
In addition the sixth value identified in this project, can
be defined as:
"The perceived utility acquired by an alternative as result
of its ability to invoke a sense of destiny and a sense of
the symbolic and cultural achievement for the individual.
Alternatives acquire significative value by representing
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something of a symbolic nature relating to the consumer's
self concept".
7.2 METHODOLOGY OF THE STUDY
-This study essentially consisted of a literature survey and
an empirical survey to gather data, which was then analysed
in the qualitative research paradigm, but then quantified
using new·software (Laddermap ©) that has become available.
• Data gathering
The purpose of the literature survey was to ascertain
whether the literature supported the interpretation that
determinants of patronage could be classified as attributes,
consequences or values. Table 5.1 summarised those
findings, and suggested that this may be the case. These
factors or determinants which were identified to be at the
attribute-level, were used to prompt respondents at the next
data gathering phase, namely the personal interviews.
The personal interviews were the primary means of data
collection, and were conducted with due consideration of
the inherent difficulties of such interviews, and according
to the prescribed laddering methodology.
• Data Analysis and results
The laddering technique was applied to elicit responses in a
specific format which allowed the researcher to classify
responses as attributes, consequences and values. This is
referred to as the content analysis and coding. The content
·codes were processed using the Laddermap © software
programme, which generated the two principle outputs. First
the implication matrix is used to evaluate the strengths of
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the associations between the elements of the ladders. This
allows for the successful cross-over from purely qualitative
research to a more quantitative research paradigm. Next the
implication matrix is used to generate a HVM (hierarchical
value map) which graphically represents the combinations of
ladders beyond a pre-determined cut-off point - around 70%
of respondents.
7.3 SUMMARY OF "RESULTS
The results of the literature study and empirical survey
are briefly summarised below. Further discussion of the
results occurs in para. 7.4 and 7.S. where the results are
interpreted with specific reference to the objectives of the
study.
7.3.1 Results from the literature study
-The literature study identified approximately 60 attribute
level factors .(see table 6~1). Through data aggregation and
synthesis, this was initially reduced to 14 attributes.
This number was then later reduced as a result of the
empirical survey to only seven (7) key attributes which
dominate the patronage decision. These attributes are listed
below in no particular order:
• Appearance
• People
• Layout
• Parking
• Time & money
• Retail requirements
• Convenient location
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Approximately 60 higher order (consequence/ value level)
factors were also identified (see table 6.3) in the
literature study. Almost without fail, the consequences
identified during the empirical phase were matched (see
table 6.3) with those identified by earlier researchers. The
higher order elements were reduced to eleven consequence
level factors:
• Aspirational
• Ambience
• Convenience
• Belonging
• Cost
• Feelings
• Familial impact
• Historic factors
• Individual goal directedness
• New experiences
• Time awareness
One can therefore conclude that the consequences identified
in this project are an accurate reflection and a meaningful
aggregation of previous research that identified higher
order factors that influence the patronage decision. (one
should of course ,allow for semantic differences in the
interpretation.)
7.3.2 Different types of patrons
·The categorisation of patrons was an unexpected by-product
of this research. The literature seemed to suggest that
such a distinction may exist (see table 3.5), but it was
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strongly enforced during the interviewing phase of the
project. The researcher was aware of the distinction and
successfully classified the respondents accordingly. What
must be borne in mind is that the patron may fluctuate
between these two roles, depending on the circumstances
(conditional values) but that, on the whole, a consumer will
primarily fall into one of these categories.
Type Q: The functional, utilitarian patron who shops of
necessity, as quickly (hence: type Q) as possible because it
is a chore. This type of be~aviour is characterised by small
but_ frequent purchases which are purely aimed at acquiring
merchandise for consumption. Duration of the visit is
usually short, and only a limited part of the centre (if it
is a large centre) or a small (convenience) centre is
patronised. Target stores are usually supermarkets for
grocery shopping.
Type R: The hedonic shopper who does not necessarily buy a
lot but has fun and enjoys the shopping task. The visit to
the centre is in a relaxed (hence: type R) manner. The aim
is to enjoy the shopping experience, and the actual purchase
and consumption is secondary. That is the patronage
behaviour does not necessarily extend to buying behaviour -
or is limited to entertainment orientated consumption.
7.3.3 Empirical determination of attributes, consequences
and values
A brief description of the attributes and consequences which
were empirically determined are listed below. These
attributes and consequence compare very favourably with
those previously determined in the literature survey - as
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illustrated by tables 6.2 and 6.3 in the previous chapter.
All the values that were hypothesised to exist also emerged
very clearly from the content analysis of the interviews.
a) Attribute listing
• People
This attribute includes those dimensions which can be
attributed to the kind of people who work or shop in the
shopping centre. Some responses may appear to belong under
the grouping of feelings (consequence) but their position is
determined to a certain extent to where (at what level) the
respondent brought it up. Consequences are on a higher
level.
• Appearance
This construct incorporates the physical appearance or look
of the centre. Generally respondents were happy with this
aspect of the centre, and it did not always enjoy top of
mind awarenes s , .
• Layout
This construct was mentioned directly a number of times
directly, and it refers to the positioning and location of
the stores as well as the physical dimensions of the centre.
• Retail requirements
This construct encompasses the type, quality and quantity of
retail outlets in the centre. By and large, patrons are
reasonably satisfied by the tenant mix of the regional
centres.
• Time and money
Initially coded as two separate concepts, it was later
combined as neither constructs proved to be very important.
Time awareness and cost emerged strongly at the consequence
level, and its relative unimportance at this level may be
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attributed to the favourable socio-economic status of the
respondents who participated in this research.
• Parking
This construct also includes the availability and security
of parking.
• Convenient location
As the focus of this research was the regional centre, a
convenient location was not expected to play an important
part in the decision-making process of the patron. However,
it was found that regional centres are used extensively for
convenience shopping as well, and hence the relative
importance of convenient location.
b) Consequence listing
• Aspirational
This element is closely related to the significative value
construct. It highlights the symbolic dimension or role of
the shopping centre.
• Ambience
This construct incorporates the 'feel' of the centre. It is
important to patrons that the centre is not too crowded, but
also not too empty. The general requirement was a pleasant
atmosphere where the patron can shop at his or her own pace.
Both the negative and positive dimensions of the ambience or
environment is included in this single construct.
• Belonging
This construct can be best summed up as patrons wanting to
shop amongst their own kind. Only black respondents
expressed a preference for wanting to shop in a multi-racial
environment, whereas white respondents were inclined to
express the opposite sentiments.
• Convenience
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As can be seen from the HVM (figure 6.2), convenience is
mostly consequential to parking, layout and tenant mix
factors of the centre.
• Cost
T~is construct clearly illustrates that the shopping centre
offering is totally integrated with the retail offerings.
The centre management does not have much control (except
during initial tenant selection) over the prices charged by
retailers. Yet; patrons see certain centres as more
expensive than others, and that influences their patronage
decision.
• Feelings
This construct incorporates what was initially coded as
three separate constructs, namely emotional distancing,
emotional well-being and hedonism. For the purpose of
creating the hierarchical value maps they were combined into
the feelings construct, because of their positions relative
to each other in the HVM.
• Familial impact
A fairly important consideration for many patrons is the
effect that shopping time has on their families. The most
frequent concern was that shopping time competed with family
time.
• Historic factors
The heading of this grouping of elements posed some
difficulty, and is best described as 'being. myself'. A
significant number of patrons alluded to the fact that they
felt more at home in an environment where they could be
themselves.
• Individual goal directedness
This constructs incorporates patrons desire to meet their
goals and objectives in a responsible manner. It came as
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somewhat as a surprise to this researcher how seriously most
people took their patronage and shopping decisions.
• New experience
This construct refers to the epistemic dimension of
shopping - which allows the patron to acquire new knowledge
and experience - and which are deemed to be quite
important.
• Time awareness
The need to save time is mostly expressed as a consequence
to the convenient location of a centre.
c) Values
The values which were tested for and found in the research
are:
• Social values
• Emotional values
• Functional values
• Epistemic values
• Significative values
(For definitions see para 7.1.2)
The research design did not directly accommodate and test
for the conditional value construct which would allow for
differences based on the circumstances of the individual
consumers. The HVM's (figure 6.1 -6.11) in the previous
chapter graphically illustrates the relationships between
the elements as listed above.
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7.4 DISCUSSION OF STUDY OBJECTIVES RELATIVE TO RESULTS
The main objective of this study was formulated as follows:
The purpose of this study is to extend the Consumption Value
Theory and to valida te the theory by means of the laddering
technique with specific reference to the shopping centre
patronage decision.
The following' specific aims and objectives are identified
and discussed with reference to the findings of the project:
7.4.1 . Identifying the values that determine patronage
This objective relates to the extension of the CVT. The aim
was to determine whether consumption values also determine
the patronage decision, and indeed whether the same five
values identified by Sheth et al (1991) determine the
patronage decision , or whether there are more or fewer
values relevant to this specific decision.
Careful analysis of the ladders identified in the interviews
clearly indicated that the five values are strongly
prevalent. Most importantly, no other value construct
emerged during the empirical phase, which suggests that the
high predictive validity of the CVT will probably be
supported by further testing.
The CVT model is therefore an exceptional tool to use in
market segmentation - in a variety of market choice
situations.
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7.4.2. Validation of the CVT
The CVT is based on .an extensive, inter-disciplinary
literature review (Sheth et aI, 1991:3) which provided the
basis for the development of a measuring instrument
(questionnaire) which was then used to successfully test the
theory in over 200 studies. In this project, a different
method (laddering interview) is used to empirically arrive
at the underlying values. That is, Sheth et al (1991)
relied on a literature survey to identify the value domains
which were then tested in a specific choice situation;
whereas this project used an empirical test (laddering) to
determine the values which determine consumer choice.
As indica ted above, the CVT was clearly valida ted using the
laddering methodology.
7.4.3. Contribution to knowledge
The extension refers to the addition of (an)other value
domain, and the validation refers to the application of a
new method of data analysis. This project adds evidence to
the general theory by comparison to the patronage decision.
Furthermore, some of the problems and potentialities of the
laddering technique emerged, and this study contributes
towards the understanding of tha t technique.
The concept of values was also explored in some depth, and
it is clear that to date, consensus has still not been
reached about the exact role and nature of values, despite
it being a well-established construct in consumer research.
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7.4.4 Creating new theory and confluence of disciplines
This project has shown that consumer behaviour is growing in
stature as an independent discipline, worthy of academic
enquiry. There is a convergence in thinking which is
indicative of a discipline approaching relative maturity.
Specifically, no new patronage fact.ors per se were
identified, which reinforces previous research , but the
results are rather that disparate and apparently unrelated
findings were synthesised in an integrative model of
patronage behaviour. Darden & Lusch (1983:31) state
unequivocally that "there is a need in retailing for studies
that support or refute hypothesis about patronage
behaviour ... (which) can produce a base of scientific
knowledge for use by executives". This research contributes
towards the process of scientific study of patronage
behaviour, and the creation of a body of knowledge.
7.4.6 Triangulating the Consumption Value Theory
On the one hand there is the means-end theory [see par.
3.2.4] which was popularised by Walker & Olson (1991), and
on the other hand the CVT of Sheth, Newman & Gross (1991). A
central construct in both these theories is that of values,
and this project attempts to triangulate those two
theories by using the data-gathering method, based on the
means-end theory, to verify and validate the CVT.
Theory triangulation is an important means of validating
theories which are qualitative in origin. The CVT and the
means;...endmod.el is triangulated effectively in the
integrative theory of patronage values, as is illustrated
(figure 7.2) in the fallowing diagram.
Figure~2
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7.5 GENERAL OBSERVATIONS ABOUT THE FINDINGS
7.5.1 General findings
There are a number of observations which can be made which
are not central to the actual study objectives, but which
are nevertheless salient and are of general interest to
practitioners and academics alike:
• The scope of the study did not extend to personalities of
patrons, but there is an apparent distinction between
patrons who are motivated by achievement, affiliation,
and power - the tripartite distinction developed in 1966
'by David McClelland (ref. McClelland 1974). (This will
only be confirmed by further research.)
• The significative value construct was not as prevalent as
may have been expected, given the extent of the
theoretical support for this construct. At the risk of
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being biased, it is important to consider the
difficulties inherent in determining personal values
which pertain to an almost spiritual level. This is
especially the case when interviewing strangers for a
mere 45 minutes.
• There is still a significant racial awareness prevalent
amongst all shoppers. White shoppers tended to assure
the interviewer that they were not racist, but preferred
to shop amongst 'their own kind'. Blacks on the other
hand, seemed to prefer to shop in a multi-racial
environment.
• Few of the interviews with black respondents were useable
, because they were very incoherent and the language
barrier obviously prevented them from expressing their
personal feelings clearly. This interviewer found that
there was a tendency to lay words in their mouths, and
for that reason few interviews were incorporated in the
final analysis.
• Shopping centre patronage in general, and shopping
specifically is a socio-emotional experience. Some
respondents specifically sought pleasurable experiences,
whilst others focused on the avoidance of negative
emotional experiences.
• The ideal layout for a centre appears to be one that is
. .
quite compact, but balanced with a good variety of
stores; modern and spacious with many entrances, enclosed
and on a single level. There should be ample, secure
parking and not too many people in the centre at any
point in time.
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7.5.2 Meta-theoretical findings
The findings of this research project suggests compatibility
with some theoretical models developed in other disciplines,
and that is especially encouraging, since the convergence in
thinking may imply that some fundamental principles exist.
Plato's philosophical perspective is well balanced with
Katz, Kantona -and Maslow's psychological models.
Figure 7.3
Maslow CVf-Model Plato Katona Katz{l960) Price
Self-Adualisation Epistemic Wisdom-lover Spiritual/Artistic KnowledgeSOUL
EgolEsteem Conditional Honour-lover Spiritual/Artistic Ego-defensive MIND
Belonginl;7les8 Social Money-lover FlIlI & Comfort Valu~"Pressive HEART
Safety Emotional Freedom-lover Survival Utilitarian HEART
Physiological Functional Tyrant Survival Utilitarian BODY
This comparative analysis also hasointuitive appeal to
conceptualise the consumption values as appealing to the
total human being: soul, mind, heart and body!
7.6 IMPLICATIONS FOR SHOPPING CENTRE PATRONAGE RESEARCH
Fiedler & Weissenberger (1994) predict the 'rise of
electronic shopping (e-shopping), the demise of the
neighbourhood centre, and the survivql of the regional
centre if they adapt to become entertainment and cultural
centres. This research has highlighted the social and
emotional dimensions of the shopping experience in general
and patronage in particular. Electronic shopping is
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primarily a functionally~orientated experience, and
Fiedler's prediction is supported by this researcher.
Consumer behaviour theory does not alway~ feature
prominently in marketing strategies. This 1s a pity, as it
is recognised by Peter and Olson (1994:10) that ~few -if
any- strategy decisions do not involve a consideration of
consumer behaviour". As suggested by this research, shopping
centre marketers will do well to c6nsider the social and
emotional needs of patrons to differentiate themselves from
other shopping nodes.
Current practice for developers, owners and managers of
shopping centres is to consider mostly the size and
affluence of the primary- and secondary trading area
(market), as well as of competitive shopping destinations
when conducting feasibility studies. This emphasis on the
quantifiable aspects is understandable for the apparent
comfort it provides, but it nevertheless is a one-sided
approach. The obvious shortcoming is lack of a 'marketing
orientation', which demands recognition of all the needs of
the customer. This study has identified five value
constructs' which encapsulates the needs of patrons, and
hopefully it reminds practitioners of the importance of
this 'human' dimension.
stakeholders of shopping centres need to find innovative
ways of differentiating themselves from each other. This
objective is rather difficult to achieve, as economic
realities dictate that shopping centres focus on market
aggregation as'opposed to market segmentation. ~Positioning
has also become important to shopping centres; as these
proliferate, and as shoppers are increasingly faced with a
choice of centres within easy travel distance, it is
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essential that centres create a distinctive appeal to their
target market" (McGoldrick, 1990:113). It was determined
that there are certain values which affect or determine
consumers' shopping decisions, and these values can be
incorporated into a positioning- and promotional strategy
of a shopping centre. Roy (1994:154) observes that "an
understanding of different shopping motivations...can be very
useful... (as) ... there are clearly implications for the basic
positioning of-the mall". Roy (1994:155) also recognises
that different consumption patterns and shopper profiles
wouid exist between the mall (regional. centre) and other
types of centres. Shopping centre marketers may scrutinise
theHVM's generated by this research and select dominant
pathways as a positioning strategy. The Type Q patron's HVM
reveals a.number of different options available to the
marketer.
One centre may choose to communicate to the target market
the pathway:
Convenient location-.7 Save time-7Spend more time wi th family
Another centre may choose to appeal to a different ladder:
Nice people who shop there-7Creates a nice atmosphere-7 Feel
at home.
The same thinking applies to any demographic segment, and
the opportunities are endless.
McGoldrick (1990:71) refers to evidence that store-selection
criteria tend to be situation-specific and that they tend to
shift over time. Values, on the other hand, are stable
factors, and allow long term positioning strategies.
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7.7 POSSIBLE RESEARCH OPPORTUNITIES
As is usu~l for any research project, but is particularly
true for research of a qualitative nature, there are more
questions than answers. Some of those questions and possible
further research opportunities are listed below to stimulate
the minds of future researchers.
=> Lifestyles and psychographic profiles of type Q and type
R patrons.
=> Personalities of type Q and type R patrons.
=> Definitive typologies for shopper types and shopping
nodes, as well as a comprehensive taxonomy of decision
types.
=> Measuring the results of positioning of shopping centres
based on HVM's.
=> Exploration of the conditional value construct - i.e.,
how do the HVM's change when doing Christmas shopping, or
when doing shopping on behalf of somebody else and so
forth.
=> Exploration of the significative value construct. Greater
in-depth interviews during which time a greater level of
trust can be achieved, may provide.meaningful insights.
=> The application of the CVT (according to the CVT
methodology) but applied to the patronage decision.
263
=> The CVT has already been applied to over 200 market
choice scenarios; but would the inclusion of the
significative value construct into the original model
improve the results in any way?
7.8 CONCLUSION
In this final 'chapter the salient findings of the research
project were identified - particularly with reference to the
objectives of this study.
The laddering technique was used to validate the consumption
value theory as applied to the patronage decision, and the
findings based on the laddering technique are furthermore
supported by the extensive literature survey.
This suggests that the attempted validation was successful,
and one may conclude that .the consumption value theory (as
extended) is a valid and meaningful theory that is extremely
useful to predict the three types of market choice (as
identified by Shethet aI, 1991) of whether:
• To buy or not to buy [To patronise or not to patronise]
• Which product to buy [ Which type of shopping node/
centre category to patronise]
~. Which brand to buy Which specific centre in a
category to patronise]
The overall supposition of this research as formulated in
the central theoretical statement is comprehensively
supported.
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